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Newsagen ts 
will lose 


Sir,—How can the newsagents 
justify their decision not to 
accept the Hulton Sunday Star 
on the same discount terms which 
apply to all existing Sunday news- 
papers? It is a decision which 
ignores the newsagents’ existing 
agreement with the Newspaper 
Proprietors’ Association, and one 
which is now shown to be against 
the best interests of the news- 
agents themselves. 

For they have, by their stand. 
lost a publication which would 
have brought them many thou- 
sands of pounds profit annually. 
Surely the executive committee 
of the newsagents are sufficiently 
knowledgeable about publishing 
costs to realise that their attitude 
would have only one result: non- 
publication. 

The Hulton paper is—or per- 


haps I should say was—a 
courageous venture. It deserved 
better treatment from _ the 
retailers. 


JaMes T. ROLANDsS 
Brighton, Sussex. 


A poster 
poser 


Sir,—For a very long time the 
words “LANRY has no equal” 
have appeared in the Sheffield 
district on a considerable number 
of 16-sheet posters. I have asked 
many people, but have failed to 
discover anyone who can tell me 
what Lanry is or does. 

One cannot deny the concise- 
ness of the message but would 
not the one word “unequalled” 
be more concise and equally 
effective from the advertising and 
selling point of view? 

Harry O. Eyre 
Eyre & Sons Ltd., 
Chesterfield. 

What's going on in Sheffield? 

—Epiror. 


To The Editor... 


South Africa—‘a young ad man’s 


land of opportunity’ 


Sik,—Perhaps your readers 
would be interested in a few 
personal observations resulting 


from my recent visit to South 
Africa. I have the feeling that 
almost every creative man in 
London would react to the sug- 
gestion that he should go to 
South Africa in much the same 

way as I did. 

Vaguely, I felt the place to be 
slow, backward, perhaps ineffici- 
ent, probably an _ advertising 
jungle. IL was told of the great 
difficulties of getting creative 
men from this country to work 
in South Africa and this did not 
surprise me. 

What then has South Africa to 
offer likely to induce a young 
designer to take the 6,000 mile 
journey? This was the purpose 
of my visit, or partly so. I went 
also to assess the opportunities 
for development and to 
strengthen the creative link be- 
tween London Press Exchange 
and Intam in South Africa, so 
that any creative services avail- 
able here or on the Continent 
might be drawn on. 

It seemed to me that the best 
way of learning something of the 


THIS WEEK 
Teletaster reviews the latest Com- 
mercials—page 18. 


NEXT WEEK 
Survey of the Home Counties. 


problems of the advertisement 
designer was to work on the 
bench and this I elected to do. 
Most of the time I worked in 
Johannesburg. 

Everything moves at a great 
rate in Johannesburg. On my 
first day there a mark-up for an 
18 in. triple column advertise- 
ment in both English and 
Africaans, for which six line 
blocks were required, left the 
office at 10.30 a.m. At three in 
the afternoon of the same day, 
complete proofs were back on 
the desk. They were perfectly 
good proofs needing no revision. 

The free-lance artists seem to 
be working under circumstances 
similar to the late 20’s in Britain. 
Most of the successful men have 
been imported from England; all 
versatile chaps, putting their 


hands with obvious cheerfulness 
to anything that comes along, 
and all enjoying very good in- 
comes relatively lightly taxed. 


There is a peculiar situation 
developing, or so | gathered from 
members of the SIASA. This is 
the tendency recently for the 
free-lance man to join the adver- 
lising agencies. The reason, I 
assume, is that the agencies, in 
their urgency, take free-lance 
men on to their staffs to ensure 
an on-the-spot service. It is, in- 
cidentally, a recognised practice 
—unless contracts specifically 
deny it, and few do—for artists 
employed by an agency to be 
free to work for other agencies 
in their spare time. 


There is a future in South 
Africa for any _ enterprising 
lively-minded young visualiser 


well founded and able to stand 
on his own feet as an advertising 
man. 


These young men, more than 


any others at the moment, are 
most badly needed in South 
Africa. The scope is tremendous 


and the opportunities of making 
an impact on South African ad- 
Vertising are great. 

“Production” men in_ the 
South African agencies not only 
order blocks and _ typesettings 
and issue matts and stereos to 
newspapers, but they also prepare 
the material for these purposes. 
They are the typographers of the 
agencies and normally work 
from visualisers’ roughs. 

Perhaps one of the most sur- 
prising things about the news- 
papers is the willingness on the 
part of the make-up men to ac- 
commodate themselves to any 
ideas one may think up in the 
way of space in the oddest sizes 
and shapes—advertisements, for 
instance, that move diagonally in 
steps across the page. 


Start at 8 a.m. 


This is typical of the willing 
spirit that seems to pervade all 
activities in Johannesburg and it 
is this spirit that is so stimulating 
to any newcomer from Britain. 

There is the early start— 
8 a.m. at the office—not just the 
junior staff but everyone, from 
managing director to voucher 
boys. And there is no limbering 
up; work starts immediately the 
office door is open. 

This is the tempo not only of 
advertising but of every activity 
undertaken. Buildings appear to 
be taken down and re-erected 
almost overnight. Certainly 
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things get done. Perhaps too 
much is done and too little is 
thought about, but if all this 
energy could be harnessed to 
thoughtful planning, what a 
future there would be ahead for 
the advertisement designer, the 
copywriter, the commercial 
artist and for advertising in 
South Africa. 

Finally, I would like to say 
that I found South Africa a most 
hospitable place and I shall 
always remember the _ great 
pleasure of meeting and working 
with so many most charming 
people. 

PHILLIP BOYDELL, 
Senior creative designer 
London Press Exchange, 
London, W.C.2. 


Cricket match 
for ‘Old Ben’ 


A cricket match in aid of the 


Newsvendors’ Benevolent and 
Provident Institution will be 
played on Sunday, June 17, at 


the Sun Printers’ Sports Ground 
at Watford. Edward Hulton will 
lead an XI against formidable 
opposition led by F. R. Brown 
(Northants and England), which 
will include Denis Compton, 
Godfrey Evans, Frank Tyson, 
Colin Cowdrey, Patsy Hendren, 
Trevor Bailey and C. Ingleby- 
Mackenzie. 

The team is completed by 
M. R. Grant (Harlequins and 
Scotland), Vivian Jenkins 
(Glamorgan and Wales, of the 
Sunday Times) and Jack Lay- 
bourne (Corinthian-Casuals and 
England). 

John Arlott will do a com- 
mentary on the match for the 
spectators, and it is hoped that 
some Australian Test cricketers 
will attend. Play starts at 12 
noon and stumps will be drawn 
at 6 p.m. 

Admission will be free, but a 
collection will be taken for “Old 
Ben.” 
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S* WILLIAM YOUNG DARLING, 

C.B.E., M.C., D.L., F.R.S.E., LL.D., 
was elected M.P. for South Edin- 
burgh in 1945. He was born in 1885 
and after leaving Edinburgh Univer- 
sity trained for business in Edinburgh 
and London. Worked in Ceylon and 
Australia before the first World War 
—in which he won the M.C. and bar 
as well as being mentioned in des- 
patches. In a long and active busi- 
ness career he has found time to play 
a prominent part in local government 
as well as at Westminster) and to 
publish many books. Lives, 
appropriately, in Princes Street, 
Edinburgh. 


‘My Daily Mail 


“THERE must be some who to-day bought the 

Daily Mail for the first time and—if their 
experience is as mine has been—they have before 
them a long period of lively interest, information 
and instruction. It must be fifty years ago when 
first I bought the Daily Mail—it was then a 
roaring lively infant in Fleet Street. 


And it had something to say—that has been its 
quality ever since. It has always been able to tell 
the story, and tell it well ! 


My views on many things have changed, but over 
all the years I have had them challenged—or confirmed 
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by SIR WILLIAM DARLING 


—but always informed—by what the Daily Mail had 
to say. 


As one grows older, one thinks that most things 
are not as good as they were—but I am inclined to 
think that the Daily Mail to-day is better than it was ! 
Its new presentation—its phical excellence 
—and, for me, its admirable first-column front page 
leading article—make it not the least important event 
of days, when much that is important presents itself. 


To salute an old friend—to hail a good companion 
—to welcome an old friend and a good companion 
freshly every morning—these are comfortable things 
and they come to me with every issue of the Daily Mail.” 
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If you want to convince yourself of 
Bradford’s buying power, look at the 
“* wool returns ’’ of the Conditioning 
House—an accepted guide to Brad- 
ford’s prosperity. Poundage for 1955 
topped the 100 million mark—a 
record figure and an increase of 14% 
over the last two years ! 

Although wool and Bradford go 
together like a horse and carriage, 
engineering, vehicle manufacture, 
building and the distributive trades 
nelp to preserve the city’s industrial 
balance, 


Bradford’s men and women are 


The Vorkshire Observer 


Miepia 


GUIDE 


TO BRADFORD PROSPERITY! 


earning more than ever and their 


wants have increased with their 


wages. A_ retail turnover of 
£40,000,000 per annum proves this. 

The city’s two daily papers, the 
Yorkshire Observer and Telegraph & 
Argus reach nearly every Bradford 
home. They are read by 94.2% of 
the families inthe city. Furthermore, 
both papers enjoy wide readership in 
the popular districts well outside 
Bradford, especially north and west. 
The two Bradford papers offer adver- 
tisers virtually complete coverage of 


these populous communities. 


Morning 31,505 A.B.C.) 


, Telegraph x Argus 


HALL INGS, BRADFORD. 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


ine mammal” 


(Evening 123,668 A.B.C.) 


Wy, y 


yl” 


MAN’S 


JUNE &. 1956 


tt a ibs i a pa SS 9 ll vi a a ee. * ees a a: oe a on SY aw aes a 
ee A PC | 
ff” Mi “ly, 
Yy UY Y 
YY y 
Yy , : 
lj ; 
Y Wf — 
, Yf Yi jy” Wf 
(ryTrf Wg Ww Y 
YY Yj Vl a yy) 
. ] t y is - Y Pp me po 
YY Yf Yff Wi, 
Y Y Y ddd yf 
| yy Y ‘ WII as ff 
Yj Yf pyfyy YM f 
yl Me 
Y y yf yy 
Y) Yyy, Vip 4 
Yy Mj 
UY J 7 
_ a } 
_ 
YY YM 
y, Y ee ‘ 
: re ) 
oi. Yj : 
Ly Ulf Uf Mh Yy d 
yf | ma y Y yy, Y; 
yy Y a Yy, Yy UY Wf 
y, YY"'™ Y Hy, ee Wf 
q AS: : . ae i ; : ee B- uae i a "aes 
PO a BL te ee ieee. €2 ee see ae, ee, ie 
es ie «oa Se lS DM Te. 


Vol. 172 


It ya 


OTe 


"cays 


Telephone: WATerloo 3388 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 
Mercury House, 


109-119, Waterloo Road, London, S.E.1. 
City Office : 


No. 2,241 


180 Fleet Street, E.C.4. 
55/- Overseas 


PRIESTLEYS 
of Gloucester 
SS 
GLOUCESTER 2228-4 
LONDON TRA 427718 
B'HAM CEN 1941 


FRIDAY, JUNE 8, 


1956 


ADVERTISER'S WEEKLY 


PRIESTLEYS 


of Gloucester 
Gloucester 22281-4+ london TRA 4217-8 
Birmingham CEN 1941 


BPAA accept Toronto conference offer 


At a business session of the British 
Poster Advertising Association con- 
ference in Llandudno on Wednesday 
the BPAA unanimously supported in 
principle the acceptance of an invita- 
tion to its representatives and also to 
advertisers and agents to attend an 
International Poster Advertising Con- 
ference in Toronto planned by the 
Poster. Advertising Association of 
Canada for the autumn of 1958. 

The invitation was made at Llian- 
dudno by John M. Gauld, a director 
of the Canadian association, and was 
discussed at length before the confer- 
ence open forum. 

The co-operation of the IPA and 
ISBA is to be sought, and joint application to the Treasury for 
a dollar allowance was suggested. Delegates estimated that the 
total cost per representative would be between £200 and £300. 
A minimum of 20 British representatives, it was agreed, was 
essential, but many more were hoped for. 

Poster conference report and pictures—pages 6 and 7. 


Charles W. Hobson: ‘Active 


development, expansion’ 


A statement issued by Charles 
W. Hobson Ltd. this week says 
the agency has been undergoing 
“active development and expan- 


John 
president of the BPAA, 


Mills, retiring 


invests his 


Bruce 


Successor, 
Farquhar. 


Service take-over 
Ltd. 


Service Advertising will 


sion.” handle the advertising of Benson 
It adds: “With Mr. Hobson as |& Hedges Ltd. with effect from 

chairman, an_ enlarged and ‘July 1. 

strengthened board of directors 


has immediate control of 
accounts and of creative work. 
“There have been increases in 


Spicers’ agents 
Advertising for 


Spicers Ltd., 


staf. The agency has added 1, paper merchants, will be 
market research and marketing joandled by T Booth Waddicor 
departments, and a television & Partners Ltd from June 16 


department which will be joined 
in September by a leading pro- 
ducer from one of the largest 
New York agencies. 

“Hobson’s policy still remains 
to keep its commitments well 
within its powers. However, the 
enlarging of the staff and the 
increases in departments makes 
judicious expansion practicable. 

“For the first time for many 
years, the agency has felt able 
to accept new business.” 

The statement refers to a “feel- 
ing that highly personalised con- 
trol is no longer possible in a 
progressive agency under modern 
conditions.” 

New accounts 
nounced shortly. 


will be an- 


‘MIRROR’ AD SPACE 
PROBLEMS 


CECIL KING 
ANSWERS 
A CRITIC 


HE Daily Mirror's in- 

ability to run bumper-size 
issues after last year’s printing 
stoppage was blamed by 
chairman Cecil King, when 
he answered a criticism of the 
“small” Mirror dividends at 
the company’s annual meet- 
ing on Monday. 

A Mirror spokesman later 
agreed that machining limitations 
were responsible. The paper had 
not in fact been able to absorb 
all the newsprint saved during 
the stoppage. 

In this, Mr. King had told the 
meeting the Mirror had been un- 
like Beaverbrook Newspapers 
and other groups, who had saved 
their dividends by running bigger 
issues and recouping their losses 
in revenue. 

One factor that had taken a 
large slice of Mirror profits last 
year was the cost of distribution 


during the railway strike, he 
added. 

Footnote: On Wednesday 
Cecil King told ADVERTISER'S 


WEEKLY that the 15,000 shares he 
had revealed Lord Beaverbrook 
held in the Mirror were 5s 
Ordinary. 


‘Mirror’ meeting—page 5 


OTHER NEWS 


HIGHLIGHTS 
® Birthday honours for 

ad men. . P- 4 
@ New design agency 

formed .. . P- 5 


Pub Club of London 
honour Norman 
Moore... 


@® Luxembourg’s 
“listen-in’’ drive . . . p- 12 


© Club News... p. 14 


Northern papers’ 
prices up 


An increase of a penny in 
the selling prices of three Kems- 
ley evening newspapers—*New- 
castle Evening Chronicle,” “Even- 
ing Gazette,” Middlesbrough, 
and the “Evening Express,” 
Aberdeen—from 2d. to 3d., came 
into effect on Monday. 

At the same time ten evening 


papers in Lancashire increased 
their prices from 2d. to 24d. 
They are: Evening Chronicle, 


Manchester Evening News (Man- 


chester); Evening Express, Liver- 
pool Echo (Liverpool), Northern 
Daily Telegraph (Blackburn): 


@ Continued on page 5 


Cannes judge 


Lt. Col. Alan M. Wilkinson, 
president of the IPA, will be the 
second British representative on 
the jury for the 3rd International 
Advertising Film Festival in 
Cannes in September. He joins 
Hubert Oughton. 


—— 
IN THE £1,700,000,000 


I TTT: > 
LOCAL GOVERNMENT MARKET 


MUNICIPAL JOURNAL 


3 CLEMENT'S INN, LONDON, W.C.2. TEL: HOLBORN 2827. 
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F. C. HOOPER KNIGHTED: LESLIE ROOM, OBE 


Centre propose 
for bedding 


industry 


A memorandum presented by 
Kenneth Reid, secretary of the 
National Federation of Bedding 
and Allied Trades, to delegates 
attending the federation’s recent 
convention, gave the case for set 
ting up an information centre on 
behalf of the bedding industry. 

The scheme was considered at 
the convention and it was de 
cided to refer it to the Bedding 
Makers’ Executive Committee 
before further action was taken. 

One of the speakers at the con 
vention was Trevor Powell, who 
explained to delegates the advan- 
tages of public relations. 

Describing PR as “a deliberate 
planned and sustained effort to 
establish and maintain mutual 
understanding between an or- 
ganisation and its public,” Mr. 
Powell claimed that it was an in 
dispensable adjunct of manage 
ment. 

Referring to the cost of a PR 
campaign, he said that, from his 
own experience with the Shell 
group, it usually worked out at 
about one-sixth of the sales ad- 
vertising budget. 


This 
“Asbestos Packings and Millboard,”’ 
is the latest in the new range of sales 
literature now being issued by the 


24-page illustrated brochure, 


Cape Asbestos Co. It is the second 
booklet designed and produced by 
Byrne and Woudhuysen Ltd. for 
Cape Asbestos in conjunction with 
the company’s own publicity depart- 
ment. The booklet has a_ bright 
celloglazed cover in red and blue 
and was printed by the Kynoch 
Press, Birmingham. 


ABC live spot 


ABC Television Ltd.’s first live 
commercial will be networked 
from Birmingham and Man- 
chester on Saturday evening. It 
will be for Slix Swimwear, and 
was booked by Roe Television 
Ltd. 


| 
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Leslie Room 


' q For political 
services in 


Hampstead 


For services > 
to the 


Government 


4 Birthday Honours for ad men 


Hooper 


The advertising business and its friends were well repre- 
sented in the Birthday Honours List last week. 


Prominent recipients included Leslie Room, director-general of the 
Advertising Association, an OBE; James M. Greenwood, chairman 
and managing director, James M. Greenwood Advertising Ltd., a 
CBE; F. C. Hooper, managing director of Schweppes, Ltd., a knight- 
hood; and Gerard Spencer Summers, MP, chairman of British Inter 
national Addressing Ltd., the direct mail house, a knighthood 


Pressmen and public relations 
people have also received a num 
ber of honours. 

Like most of the other recipi 
ents, Mr. Room _ receives his 
honour for political and public 
services. Past chairman and now 
vice-chairman of the Hampstead 
Conservative Association, he is 
leader of the Conservative Party 
on the Hampstead Borough 
Council, chairman of its housing 
committee, past chairman of its 
finance committee. and council 
representative on the Metropoli- 
tan Borough’s Standing Joint 
Committee and on various sub- 
committees. 

Among other bodies for which 
he has done much work are the 
local Old Peoples’ Welfare Asso- 
ciation and the savings commit 
tee. 

In the constituency of South- 
wark, where he is_ prospective 
Conservative parliamentary can 
didate, Mr. Greenwood has con- 
tested 14 general or municipal 
elections. An Alderman of 
London County Council, he 
represents the Council as a mem 
ber of the Metropolitan Water 
Board. 

Mr. Greenwood was recently 
appointed a member of the LCC 
town planning committee and the 
central London valuation panel. 
He is a JP and a governor of 
Borough Polytechnic. 


Conference speaker 


Sir Frederic Hooper (as he will 
be) is well known as a defender 
of advertising. He has spoken 
many times at advertising meet- 
ings and conferences, and is a 
member of the Advertising Asso- 
ciation’s public affairs commit- 
tee. A former director of public 
relations at the Ministry of 


Works, he received his knight- 
hood for services to Government 
departments. 

_ Gerard Spencer Summers, MP, 
joined the board of BIA Ltd. in 


1948, and later became chairman 
At the outbreak of the war he left 
his full-time responsibilities with 


John Summers Ltd. to join the 
Steel Control Board. From there 
he was appointed  director- 
general of Regional Organisa- 


tion for the Ministry of Supply 


during 1941 to 1944 After 
being elécted MP for Northamp 
ton (1940-45) he became the 


Conservative member for Ayles- 
bury, a seat he has successfully 
contested in the last three 
Genera! Elections. 

Among his other interests, he 
is the chairman of the manage 
ment committee of the Outward 
Bound Trust, of which he was 
one of the original founders in 
1946. 


COI members 


Three members of the Central 
Office of Information figured in 
the Honours list Idris Evans, 
chief officer for Wales was 
awarded the MVO. He also acts 
as publicity adviser to the Con- 
ference Heads of Government 
Departments in Wales and as 
PRO to the council for Wales and 
Monmouthshire. 

J. M. Spey, senior information 
officer of the overseas press ser- 
vices division, and A. J. Kurn, 
chief photographer, photographs 
division, were awarded MBEs. 

Horace White, until a few 
weeks ago director of informa- 
tion in Uganda, was awarded the 
CBE. 

Other awards include a CBE 
for Anthony Powell, literary 
editor of Punch; and OBEs for 
J. M. Shaftesley, editor, Jewish 
Chronicle; C. J. Saltmarshe. 
editor, London Calling; Paul 
Reed, director, British Council 
information department; J. ’ 
Forman, lately director, British 
Film Institute, and now with 
Granada TV Network Ltd.; and 
Reginald Colwill, editor, Torbay 
Herald Express. 


International 


PR men meet 


in Paris 


The council of the International 
Public Relations Association, re 
presenting that profession § in 
seven countries Belgium 
Canada, France, Great Britain 
Netherlands, Norway and the 
United States—-met in Paris at 
the Chateau de la Muette from 
last Thursday to Sunday. 

Council decisions reached in 
cluded the extension of an invita 
tion to representatives of the 
Finnish Public Relations Associa 
tion to join the council, and the 
laying down of regulations gov 
erning qualifications for indivi 
dual membership and standards 
of practice. 


President re-elected 


The council re-elected the pre 


sent president, T. Fife Clark 
(director-general, Central Office 
of Information, Great Britain), 


and plan to meet in the United 
States in 1957 and in Belgium in 
1958 at the time of the Inter 
national Exhibition in Brussels 

In attendance at the meeting 
as a guest of the council was 
Howard Chase, president of the 
Public Relations Society of 
America. 

During their stay in Paris the 
delegates were officially received 
by Ettienne de Vericourt (vice- 
president. Municipality of Paris) 
and by the president (Alexandre 
Virenque) and the council of the 
French Public Relations Associa 
tion. 

Chairman of the IPRA council 
is Odd Medboe (Norway), vice- 
chairmen. Jean Choppin de 
Janvry (France) and Richard Hall 
(United States). Honorary secre 
tary is T. H. Traverse-Healy 
(F. C. Pritchard, Wood & Part 
ners Lid., Great Britain). 


AAAA medal 


To commemorate the AAAA Inter- 


national Meeting of Advertising 
Agency Leaders, held in the USA 
recently, this souvenir medal has 
been distributed by the American 
Association of Advertising Agencies 
to the delegates from 34 countries, 
including Britain, who took part. 
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ADVERTISER'S WEEKLY 


New design agency ‘providing a “Yew price for 


back-room service’ 


TECHNICAL, MEDICAL SPECIALISTS 
A new advertising agency—aiming at a high-level clientele 


¥ ART CALENDARS & 
i jpart iH or oa ; 


s | 


Raphael Tuck and Sons Lid. have 


recently added tv their 
display material for 
luded in these new 
1957 calendar 

streamers for Christmas cards 
Tuck's new magic gramophone and 
record book, and birthday cards. all 
in bright colours and with appro- 

priate slogans. 


supply of 
retailers. In- 
sales aids is a 
streamer and 


®@ Continued from page 3 
Kemsley raise 
evening prices 


Rolton Evening News (Bolton) 
West Lancashire Evening Gazette 


Black pool); North - Western 
Evening Mail (Barrow). Lanca 
shire Evening Post (Preston), and 


Oldham Evening Chronicle 
(Oldham). 

Reasons for these increases are 
rising production costs, involving 
newsprint, wages, transport and 
other items. 

When these increases were 
announced last week, the Man 
chester Evening Chronicle came 
out with a £5,000 prize offer. 
This is for a £3,000 house, £1,000 
worth of furniture and a £1,000 
car, or £5,000 in cash. Other 
papers sought to offset the effects 
of the increases by announce- 
ments of increased editorial acti 
vities 

Other price changes announced 
this week are as follows. with 
dates given where the increase 
has not yet taken effect: 

Austin Magazine 9d. (from 6d.) 
(from July issue); Fruit Trade’'s 
Journal \s. (9d.); Men Only and 
London Opinion \s. 9d. (1s. 6d.) 
(July): Rubber Journal 9d. (6d.) 
(July 7): ¥ Cymro 4d. (3d.). 


Off the record 


To publicise the film “Port 
Afrique,” Columbia Pictures 
have issued a promotion sheet to 
which is affixed a gramophone 
record of the title song sung by 
the star of the film, Pier Angeli. 


—has been started in Mayfair. 


The firm, Colbourne and 


Hennig Ltd., whose offices are in Berkeley Street—will 
specialise in design and simple presentation of complicated 


technical copy. 


“At present were giving a 
back-room boy service, particu- 
larly in the medical field, to 
several other agencies.” said dir- 


ector Frank Hennig this week. 

“We've just completed redraft- 
ing the TWA timetable and fare 
list. It's been quite a task pro- 
ducing a detailed and at the same 
time simple-to-understand bro- 
chure, but we're very proud of 
the result.” 

Among accounts they handle 
are publicity generally for TWA 
and the National Fur Company. 
They have design and print com- 
mitments for Glaxo, Ronuk and 
several mail order firms, and 
have been engaged in the script- 
ing of several documentary films. 


WIgeam 


Thirty - four-year-old Frank 
Hennig has been a_ technical 
writer in the medical field since 
he started work. He was copy 
chief for Glaxo from 1949 to 
1954 and spent some time in the 
USA studying film production 
and commercial television. 

In a freelance capacity he pro- 
duced talks and features for the 
BBC overseas programmes. 

His co-director who looks after 
design is 31-year-old Peter Col 
bourne who has had a long asso- 
ciation with publicity for TWA. 
He was advertising manager of 
Dictograph Telephones for some 
three years and spent four and a 
half years with Chadwick Latz 
Ltd 


pts 


This picture was taken after the press conference in Glasgow last week 
to announce that Roy Thomson, chairman of the Scotsman Publications 


Lid., had been awarded the Scottish TV 


contract. Left to right are B. C. 


Sendal, deputy director-general of the ITA, Roy Thomson—who is chair- 
man of the new TV company, Scottish Television Ltd.—Dr. T. J. Honeyman, 
Scottish member of the ITA, and James M. Coltart, managing director 
of the Scotsman Publications, who will occupy the same position with 


Lid. 


Scottish Television 
to New 


Since the conference Mr. Coltart has flown 
York and Canada to inspect television establishments. 


MIRROR GROUP’S PROGRESS 


Cecil H. King, chairman and 
managing director of the Daily 
Mirror Newspapers Ltd., said at 
the company’s annual meeting 
this week that the trading profit 
of the company was “ radically 
reduced.” but the 26-day news- 
paper strike and the rail strike 
were Major contributory causes. 

Discussing the Daily Mirror's 
increase in selling price he said: 
“That the Daily Mirror has kept 
the favour of the public in spite 
of the increase in price is shown 
by the fact that over the latter 
half of 1955, during almost two 
and a half months of which it 
was selling at 2d., the average 
daily net sale was only some 
60,000 lower than over the last 
six months of 1954. 


“Over the whole 12 months to 
December 31, 1955, the daily net 
sale showed an average of 
4,708 345." 

Discussing the company’s 
other major interests, Mr. King 
said: “The prices of the Sunday 
Pictorial and both Reveille pub- 
lications were raised in the 
second half of the year. The 
average net sale of the Sunday 
Pictorial, however, over July- 
December, 1955, was some 
$6,000 above the figure for July- 
December, 1954. 

“Sales of Weekend and Mid- 
week Reveille declined over the 
year, but increases have been 
noticeable since the beginning of 
1956.” 


the ‘Weekly’ 


With next week’s issue (dated 
June 15) the price of “Advertiser's 
Weekly” will be raised to Is. 6d. 
per copy (annual subscription 
78s.. post free). 


The publishers make this 
change with the greatest regret. 
Our selling price has remained 
unchanged since 1951, despite the 
persistent rise in the costs of pro- 
duction during that period. But 
we are now no longer able to 
absorb them. 


Expansion of news coverage 


In the “Weekly” the past five 
years have been marked by steady 
expansion of our news coverage ; 
new features have intensified the 
attention given to the urgent prob- 
lems of today’s hard-selling 
markets; the hundreds of new 
ideas and methods developed over 
the huge field of advertising and 
marketing have been recorded 
and analysed ; the harsh require- 
ments of successful export selling 
have been spotlighted. 


During this time our average 
number of pages per issue has 
risen from 51 to 75; our net paid 
sale has risen from 8,185 to 
10,316 copies per issue. We will 
continue adding to the real value 
of the “Weekly” through the best 
—— effort that we can put 
into it, 


‘Sunday Star’— 
‘disappointment’ 


“I am keenly disappointed that 
the first Sunday newspaper in 
colour—the Sunday Star—has 
had to be postponed,” Vernon 
Holding, general manager of 
Hulton Press, told a dinner given 
by the Young Newspapermen’s 
Association on Monday. 


Mr. Holding, who was accom- 
panied by Marcus Morris, editor 
of the Sunday Star, gave the 
reasons why publication had 
been postponed. 


He said that the terms 
demanded by the National 
Federation of Retail Newsagents 
were uneconomic. 


At the annual meeting of the 
Young Newspapermen’s Associa- 
tion held earlier that day, John 
H. Maxwell (Dumfries and 
Galloway News) was elected 
president for the ensuing year, 
succeeding M. C. Adam (Walsall 
Observer), and O. W. J. Hender- 
son (Belfast Newsletter) was 
elected vice-president. 

The following were elected to 
the committee: D. B. Upton 
(Ilford Recorder), W. H. Shep- 
pard (Bolton Evening News) and 
W. A. Warden (Hendon and 
Finchley Times). 

R. S. Tindle was re-elected 
honorary secretary. 
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POSTER CONFERENCE AT LLANDUDNO 


JUNE 8, 1956 


‘Central selling organisation needed for 


A VISIT TO A STATELY HOME 


One of the coach-loads of delegates who toured Plas Newydd, home of 
the Marquess of Anglesey, on Monday afternoon. 


‘Resorts and poster people have 


common friends and enemies’ 


Opening the British Poster Advertising Association confer- 
ence—his first public function as chairman of the Llandudno 
Urban District Council—Cr. C. R. Payne said on Tuesday 
morning that holiday resorts and poster people had “common 
friends and common enemies”—the rating officer and 


planning officer. 


His council had found that its 
takings at local amenities had 
gone up as the result of advertis 
ing, he said. Advertising was not 


Next year—Scotland 


Next year’s conference of the 
BPAA will be held at Gleneagles, 
it was stated at the annual meet- 
ing on Tuesday. 


allowed on the promenade—“but 
it is a great thing in the right 
place,” he told the conference 
session. 

Cr. Payne was thanked by 
John Mills, retiring president, 
who _ presided, supported by 


Bruce Farquhar, incoming presi 
dent. 


Following the opening cere 
mony golf trophies were pre 
sented. 

At the annual meeting Mr. 


Mills, investing Mr. Farquhar as 
the new president, said that it 
was “a grand thing” that Mr. 
Farquhar’s presidency would co- 
incide with the golden jubilee of 
the grand firm General Billpost- 
ing Ltd., whose hospitality they 
had enjoyed the previous even- 
ing. 


Ald. James Bleakley (Man- 
chester Poster Services) was 
elected deputy president and 


A. E. Aylward, J. M. Beable and 
Ald. F. C. Burton were re-elected 
to the committee. 


poster coverage ’—porr 
DIFFICULTIES FACING THE AGENT 


The poster industry should set up a central selling organisa- 
tion through which the advertising agent could book national 
coverage, G. R. Pope, chairman of the Advertising Associa- 
tion’s executive committee, said at the BPAA conference at 


Llandudno on Tuesday. 


He said that at present, be- 
cause of the number of poster 
groups with whom an advertising 
agent had to deal, it was far 
easier to get national coverage 
through other media. such as the 
press or direct mail. 

His plea was supported by an 
agent, Arnold Jones, of McCon- 
nell & Co. (Advertising), Litd., 
who said that poster advertising 
presented the agent with rather 
more difficulties in planning than 
other media. 

If there was some sort of cen- 
tral organisation to which they 


could apply it would be “very 
gratifying.” 
A guest at the conference, 


John M. Gauld, a director of the 
Poster Advertising Association of 
Canada, said that that Associa- 


tion did in fact authorise a 
number of people called “solici 
tors” to sell for the whole 
medium there. 


Mr. Pope, who gave facts and 
figures about the very low cost 
of advertising in relation to the 
national income and consumer 
expenditure, said that he did not 
think that the coming of the 
Town Planning Act would in the 
long run prove a bad thing for 
the poster industry. 

Public relations for the indus- 
try should, he said, stress that 
posters were an essential part of 


a national campaign; that they 
offered special advantages in 
putting over a brand; and that 


the poster industry had no feel 
ing against any other branch of 
advertising. 


FUN AND GAMES ON THE SOCIAL SIDE 


Frank Kay wins 
Mills & Rockleys 
golf trophy 


Golf at the Maesdu Course on 
Monday was delayed by about 
an hour's rain. When it had 
stopped some two dozen dele- 
gates were able to enjoy a good 
day’s play which, as usual, had 
been organised by H. Barrett 
(Wolverhampton Billposting Co., 
Ltd.). 

In the morning the Mills and 
Rockleys Cup (18-hole medal 
round) was won by Frank Kay 


When the start of Monday's golf was held up by rain, sporting delegates passed the time by playing cards, or darts, or just simply talking. 


these three groups taken in club house are (|. to r.): Charles Pascall (seated), T. E. Smith, W. Gladden. G. Brewer, R. J. Hunt, and G 


(75). In the afternoon the Leices 
ter Cup (18-hole two-ball four 
some bogey competition) was 
won by Jack Kay and L. T. Den 
son (one down). 


* * * 


In the afternoon a_ coach 
tour to Plas Newydd, home of 
the Marquess of Anglesey, was 
greatly enjoyed by about 140 
delegates. Tea was taken at the 
Bulkeley Arms, Beaumaris. 

* ~ 7 


The General Billposting Co.., 
Ltd., whose general manager. 
Bruce Farquhar, is the new pre- 
sident of the BPAA, were hosts 
to about 250 delegates at a cock- 
tail party at the Grand Hotel on 
Monday evening. 


In 
. C. Burton; 


J. Beable, Colin Edwards, S. Lovell, and Bob Spice; Frank Kay—winner of the Mills & Rockleys Cup—Jack Kay and L. T. Denson, winners of 


the Leicester Cup, S. Brown, and Charles McQueen. 
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PHOTONEWS 


At the General Billposting Co., Lid., cocktail party were U. to r.): Mrs. Farquhar, B. S. Taylor, a director, Mrs. 


Tavlor 


Ferguson Reekie (chairman of the company), John Mills (retiring president of the BPAA), Mrs. Mills, 


and Bruce Farquhar, new president of the BPAA, and general manager of General Billposting. 


Cr. C. R. Payne, chairman of Llandudno Urban District Council, declares 


the @onference open. 
Mills ; 


On his right the retiring president of BPAA, John 
on his left the new president, Bruce Farquhar. 


TRIBUTE IN OILS TO GEORGE MILLS 


As a mark to the company of the regard held for their chairman and 
managing director, the directors of Mills & Rockleys Ltd. have had George 


Mills’ portrait painted. 
hoard meeting. 


The portrait was seen for the first time at a recent 
Mr. Mills (right) views the portrait with J. W 


W. Naake, 


who has been on the board with Mr. Mills since the company was formed 


in 1 


Biennial shows 
The British Cycle and Motor 
Cycle Industries’ Association 
states that its council have de- 
cided to adopt a “biennial policy” 
for shows in the future. Accord- 


ingly, the next Cycle and Motor 
Cycle Show after the 1956 ex: 
hibition will be held in 1958. 


928. 


Drive against 
‘promotional’ 
publicity 


Action to stop “unauthorised” 
roadside publicity for motor- 
cycle trials, exhibitions and 
similar events sponsored by 
national newspapers has _ been 
called for from county planning 
committees by the Salop com- 
mittee. It has appealed to the 
County Councils’ Association for 
national action to “stamp out this 
growing nuisance.” 

The CCA has sent members 
details of the action which the 
Shropshire planning authorities 
propose to take. A report from 
Salop says that the committee 
has given instructions that Where 
posters appear on the roadside 
verges the organisers will be told 
to remove them at once, 

If they cannot be contacted, the 
posters will be taken down on the 
same day by council staff and 
stored for collection by the 
organisers. 

Where the posters are not on 
the roadside verges but on private 
property they will not be 


removed, but, where practicable, 


proceedings will be taken in the 
summary courts under the pro- 
visions of the Planning Act. 


Ronson gift 


Ronson Products Ltd. have 
given 50 lighters to Gordon 
Boggon, vice-chairman of Mather 
& Crowther Ltd., agents for 
Ronson, to mark Mr. Boggon’s 
appointment as president of the 
appeals committee for the Royal 
Commercial Travellers’ Schools. 
He will give them to stewards of 
the schools. The lighters are the 
Viking, a new Ronson line. 


AGENTS’ COMMISSION ON SHOW SPACE 


Plans are going ahead for 
International Travelrama — 
claimed to be the largest and most 
ambitious exposition ever planned 
—which is to be held in the New 
York Coliseum in February next 
year. 

“Advertising agencies will be 


paid 15 per cent commission on 
all space rentals placed by their 
agencies,” say the organisers. 

Space is available at $4.00 per 
square foot in display units of 
100 square feet or more. Euro- 
pean holidays will figure among 
door prizes offered. 


ADVERTISER'S WEEKLY 


‘Immeasurable 
harm done 
by dispute’ 
—BFMP REPORT 


At the 56th annual general 
meeting of the British Federation 
of Master Printers at Gleneagles 
—held in conjunction with the 
annual congress—the president, 
Hamish A. MacLehose, intro- 
duced the annual report which 


referred to the “immeasurable 
harm” done to the printing in- 
dustry by the disputes with 


certain trade unions, and in par- 
ticular the six weeks’ stoppage 
in London. 

Much printing work had been 
produced abroad, and a further 
stimulus had been given to the 
installation by customers of their 
own office printing machines, 
said the report. 

Moving the adoption of the 
report, Mr. MacLehose said that, 
while he had no fear of any long- 
term contraction in the demand 
for print, there was a limit to the 


Blackpool next year 


Next year’s congress of the 
British Federation of Master 
Printers will be held in Black- 
pool, at the invitation of the Lan- 
cashire and Cheshire Alliance. 


prices which customers would be 
able to pay in future. 

Referring to negotiations with 
the trade unions, and to the in- 
creased costs which must result 
from the new wage increases 
recently agreed, Mr. MacLehose 
added: “If we both want to 
flourish in the future we have 
now got to do everything we 
know how to co-operate in 
making ourselves efficient and 
up to date in order to increase 
production and so to keep down 
costs.” 

Support came from Ralph 
Jackson, chairman of the Federa- 
tion labour committee, who said 


that there were two great 
problems facing the printing 
industry. 


“We have to prevent the end- 
product from becoming too dear, 
and to re-equip the industry at a 
time when prices are higher than 
those on which depreciation has 
been calculated and when an 
enormous proportion of so-called 
‘profit’ is taken in taxation.” 

These problems constituted a 
greater challenge to all in the 
industry than ever before. 

W. Hope Collins, chairman of 
the technical committee, thought 
that management should do more 
to counter loose talk on the 


@ Continued on page 55 
148 AA speakers 


In response to the Advertising 
Association’s campaign for 
speakers, in the last two or three 
weeks 93 speakers have been 
arranged in the provinces and 55 
direct from Bell Yard, 
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ADVERTISER'S WEEKLY 


Top changes 
at Notley 


The following changes have been 
made in the board of Cecil D 
Notley Advertising Ltd.: C. D. 
Notley, managing director, becomes 
governing director; N. H. Pritchard, 
director, becomes managing direc 
tor; P. M. Edgell, director, becomes 
— managing director; and 
S. V. Brooks, an account executive, 
becomes a director. Marchant 

D. A. Deas, R. Jenkins, and 
M. Pleydell-Bouverie remain direc 
tors. 
+ * *x 

Charles Beeston, one of Erwin 
Wasey & Co., Ltd.'s account direc- 
tors, has just returned from a 9,000- 
mile flying visit to the United States. 
Purpose of the visit was a “general 
review of American advertising for 
those Wasey clients having US 
interests.” At the same time he 
visited Erwin Wasey’s offices in New 
York and Chicago. 

*x * * 

Conor O’Brien, who has handled 
British Trawlers’ Federation pub- 
licity from Patrick Dolan and Asso- 
ciates’ office on the Hull Fish Dock, 
has been recalled to London, where, 
at 29 Whitehall, he is dealing with 
the London end of the account. His 
place at Hull has been taken by 
Jack Algar, former Yorkshire Post 
deputy chief reporter. 


New sales post 
at Ronuk 


Ronuk Ltd. have created a new 
post of sales director. J. R. Morris, 
who has been with them for the 
last three years as general sales 
manager, has now been elected to 
the board and will be sales director 

* * * 

Michael Grantham, who has been 


an account executive with Arks 
Publicity Ltd. for the past six years. 
has now left and is taking a short 
holiday. 

- - 

John Benington Ltd. have an- 
nounced two new appointments to 
handle the agency's consumer 
accounts. They are former maga- 
zine artist Eve Harlow, who is now 
account executive on women’s 
accounts, and June Washford, who 
is in charge of women’s interest 
accounts of the newly-formed Fleet 
Press Services, a subsidiary of 
Beningtons. 


The board of C. & E. Layton Ltd. 
have announced the retirement on 
June 30 of A. M. Wall from the 
position of personnel manager. Mr. 
Wall has occupied the post for over 
10 years, and he has now reached 
the age of 65. His services will be 
available to the company in a con- 
sultative capacity. Frank Taylor 
will succeed Mr. Wall as personnel 
manager. 

* * 

Mrs. Olive Humphreys has joined 
John Carr & Associates as public 
relations executive and _ personal 
assistant to John Carr. Mr. Carr 
was publicity manager for the 
Biddle Group of Companies before 
forming his own advertising and 
public relations group, and will 
continue to handle the Biddle Group 
accounts. 

* * * 

James Pilditch arrived in London 
on Tuesday after four and a half 
years in North America. While 
there, he has been magazine editor. 
public relations counsel and market- 
ing consultant. He has made a par- 
ticular study of packaging in 
Canada and the United States. 

Arrangements have been made for 
Mr. Pilditch to meet senior members 
of the Dollar Exports Council, the 
Institute of Packaging and other 
interested bodies. 

* * * 

Ib Aaras Nielsen, of the Danish 
Agency A/S DEA Announcebureau 
for Danske Erhverv, who for several 
years has been manager of the inter- 
national department, has been ap- 
pointed assistant managing director 
Mr. Nielsen is a former general 
secretary of the Danish Advertising 
Association. 

* * * 

L. J. Lally, a group executive of 
the ICL central publicity depart- 
ment, has been re-elected to the 
Ruislip-Northwood Council. Mr. 
Lally, a diploma member of the 
Advertising Association, lectures to 
advertising students at the North- 
West Polytechnic. 

* * * 

H. Popplewell, publicity manager 
of Nottingham Co-operative Society. 
has won the 1956 “J. J. Worley” 
international scholarship, worth £50. 
awarded by the Co-operative Co- 
partnership Propaganda Committee. 


At the final judging in the Cow & Gate Cream Competition are (left to 


right): 


- Taylor, copy director, Clifford Bloxham & Partners Ltd.; Mrs. 


John Arlott; W. H. T. Tayleur; Miss Marguerite Patten, cookery expert. 
“The Star,” and F. Tierney, sales manager, Cow & Gate and Dominion 
Dairy Co. Ltd. The winner of the competition, in which competitors were 
asked to complete a rhyme, will be able to spend a fortnight at a Butlin’s 
Holiday Camp with her family with rail fares paid and £100 to spend. 


IAMA council 


elected 


At the annual general meeting of 
the Incorporated Advertising Man- 
agers’ Association, the following 
council members were appointed 
G. A. Bond (Spratts Patent Ltd.), 
E. S. H. Janes (Dunlop Rubber Co.. 
Ltd.), H. K. Squires (Hoover Ltd.) 
and G. R. Watson (Goodyear Tyre 
& Rubber Co. (Great Britain), Ltd.) 
were re-elected; and G. A. T. Bur- 
dett (British Thomson-Houston Co.. 
Ltd.). A. R. Crew (Monsanto Chemi- 
cals Ltd.) and W. Hutton (Smiths 
Clocks & Watches Ltd.) were elected 
as new members. 

* * 7 


F. G. Diamond has been ap- 
pointed finance officer of the Insti- 
tute of Practitioners in Advertising 
He was formerly the assistant secre- 
tary of a firm of building contrac- 
tors in Kent He will assist the 
IPA’s director and secretary on 
finance matters generally 

* * * 

Leicester Publicity Committee has 
re-elected Mrs. C. E. Jackson as 
chairman for the ensuing year, with 
; Hutchins as vice-chairman. 


New Leicester 
ISMA chairman 


R. G. Noble, advertising manager 
and a divisional sales manager with 
Cascelloid Ltd. has been clected 
chairman for the coming year of 
the Leicester branch of the Incor- 
porated Sales Managers’ Associa- 
tion. 

* * 7 

Robert Freeman announced this 
week that Mrs. Mary Bates, for- 
merly fashion group head at Erwin 
Wasey & Co.. Ltd., has joined the 
Robert Freeman Co Mrs. Bates 
will be elected to the board of 
directors at the next board meeting. 
to be held later this month. At 
Freemans Mrs. Bates will head the 
agency's fashion group. 

* * * 

Macrae Jenkins has joined 
Odhams Press advertisement depart- 
ment from John Trundell & Part- 
ners. He will be a representative 
on Mother. 


Kemp’s appoint 
personnel manager 


Walter Livingstone, who has been 
editing Kemp's Commercial Guides’ 
Local London Directories, and also 
the Jersey Blue Book Holiday Guide, 
has been appointed personnel 
manager of the Kemp's Group of 
Publishing Companies’ London 
Office. He will continue to be 
editor-in-chief of the various pub- 
lications. 

- * 

John O'Farrell has joined the 
London office of Nevin D. Hirst 
(Advertising) Ltd. as space buyer. 
Chief space buyer for the organisa- 
tion is Arthur Emmerson, who has 
his headquarters in Leeds. 


June 8, 1956 


American public relations consultant 
Frank DiMarco (right) and J. Eari 
Manning, director, Leicester Square 
Arthur Murray School of Dancing 
examine a new car, one of the 
prizes in a six-week Dancing Derby) 
organised by the 360 Murray 
Schools throughout the world. 
* * * 


Philip W. B. King and Sidney T. 
Cullen have joined the board of 
Walter King Ltd., publishers of 
the Gas Journal. Mr. King. who 
joined the firm in 1948 was ap- 
pointed Northern manager in 1954 
Mr. Cullen's whole working life has 
been with the company, which he 
joined in 1924 at the age of 16. He 
was appointed business manager in 
1946, 


* * * 

Peter Morgan, a director of 
Romeike & Curtice Lid., has gone 
to Stuttgart to attend the fourth 
annual conference of the _ Inter 
national Federation of Press Clip 
ping Bureaux 

* * * 

Kenneth S. R. Haywood, genera! 
manager, and Charles Griffiths, 
works manager. have been ap 
pointed to the board of A. Rycroft 
& Co., Ltd., colour and commercia! 
printers 

* * * 

R. S. Q. Williams, previously in 
charge of advertising with the Emu 
Wine Co., Ltd.. has been appointed 
advertising manager of Belling & 
Lee Ltd., where he will be respon 
sible for advertising, packaging and 
public relations. E. V. Brown has 
been appointed exhibitions organise: 
of Belling & Lee Ltd 

* * a 

Cyril Waring, general manager of 
The British Printer, has announced 
the appointment of T. R. van Beek 
as advertisement manager of the 
journal. 

* * 
Treacher, 


. 

Barbara 

beauty editor and assistant fashion 

editor of The Queen, has iaken up 

an executive appointment with Con 
cord Public Relations Lid 


formerly 


OBITUARY 
W. L. Russell 


William Leo Russell, who was 57. 
died in Margate on Monday. He 
was employed for many years before 
the war in London and New Zealand 
with the New Zealand Associated 
Press. In 1945 he joined the export 
division of Colman, Prentis & Varley 
as export media manager. 

He leaves a widow and two sons. 


W. N. Duffy 


W. N. Dufly, publicity manage: 
of Ferranti Ltd., has died. He was 
57. He had been with Ferranti Ltd. 
since 1932. In 1951 he was appointed 
publicity manager, and it was in this 
capacity that he was attending the 
British Electrical Power Convention 
at Torquay when he died. 
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as advertised to 


13 million readers—including you ! 


Which indicates surely—don’t you agree ?— 


Ads for the PIC are PRIORITY ! 


READERSHIP: 13,655,000 (1.P.A. SURVEY) NET SALE: 5,600,642 (ABC JULY TO DECEMBER 1955) 
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CALL FOR ‘SOCIALTHEADQUARTERS’ 


June 8, 1956 


‘We need a place where we can 


meet and talk’ 


—NORMAN MOORE 


The establishment of “some kind of headquarters” where 
young advertising people could meet to exchange views and 
experiences was urged by Norman Moore at a Mansion House 
luncheon on Friday—at which the Lord Mayor of London 
presented him with the Publicity Club of London Cup. 


‘HTJ) dailies at 
conference 


For the fourth year in succes- 
sion, the Hardware’ Trade 
Journal published daily issues 
of the journal for the annua! 
conference of the National 
Federation of Ironmongers, held 
in Scarborough. 

Four issues—each of eight 
15 in. by 10 in. pages, containing 
special articles, pictures and full 
reports of the previous day's 
proceedings—were printed and 
distributed daily on Monday to 
Thursday last week to all dele- 
gates at the conference, to HTJ 
regular subscribers and to all 
members of the NFI. 

A five-column newspaper for- 
mat was used. Printing was 
carried out by E. T. W. Dennis 
and Sons, Ltd., at Scarborough. 


‘The Kennedys of 
Castleross’ 


“The Kennedys of Castleross,” 
the Fry-Cadbury programme on 
Radio Eireann, is produced by 
Arks Ltd. (Advertising and 
Marketing) not O’Kennedy- 
Brindley, as stated on May 18. 


Some 60 Fleet Street advertisement directors and managers and TV executives attended a cocktail party at come and expenditure, 


the Waldorf Hotel last week to meet Mrs. Irene M. Goulding, the new space buyer at Willing’s Press Service 


Ltd. Among those present were ( 


E. T. Fennell, director, WPS; G 


Urging the Club to set a lead 
to other publicity clubs through- 
out the country in the project, 
Mr. Moore said: 

“When I was president of the 
Advertising Association, we tried 
to examine its possibilities. What 
we want is something like the 
Advertising Club of New York. 
The benefit to the younger 
people and to our own profes- 
sion of advertising would be very 
great indeed.” 

Attended by some 400 mem- 
bers and guests, this was the first 
Publicity Club of London lun- 
cheon to be held in the Mansion 
House. 


Death of donor 


Reg Cooper, chairman of the 
Club, who claimed that with its 
1,000 members the Club was now 
a “very strong and vigorous or- 
ganisation,” referred to the 
death during the past year of 
Robert Thornberry, donor of the 
Cup, which is given for dis- 
tinguished services to advertising. 

The Lord Mayor, Ald. Cuth- 
bert L. Ackroyd, who is president 
of the Club, congratulated Mr. 
Moore on the award during a 
speech in which he gave an amus- 
ing account of the publicity he 
received during his recent visit to 
the USA. 


é l. to r.): Leslie Needham, advertisement director, 
papers Lid., and W. D. Softly, director, WPS; C. W. V. Truefitt, director, 


. . V. LeFevre, advertise ment manager, ‘Daily Mirror,’’ H. F. Overy, director, 
WPS, and George Cooper, advertisement controller of ABC Television Ltd.; and John Clarke, advertisement 


manager, Associated-Rediffusion Ltd., and Mrs. Goulding. 


CLUB CUP 
PRESENTATION 


The Lord Mayor, Ald. Cuthbert Ackroyd (left), presents the Publicity Club 
of London Cup to Norman Moore. Looking on (centre) is Reg Cooper. 


ODHAMS IN 
S. AFRICA 


At the annual general meeting 
of Odhams Press Ltd., the chair- 
man of the company, A. C. 
Duncan, revealed that Odhams 
have recently acquired control of 
South African and Rhodesian 
publishing businesses. 

The companies are United 
Trade Press S.A. Pty. Ltd. of 
Cape Town (now known as 
Odhams Press S.A. Pty. Ltd.), 
which publishes Food Industries 
of South Africa, The South 
African Garage & Motor En- 
gineer, The South African 
Insurance Magazine, The South 
African Shipping News & Fish 
Industry Review; and, in 
Rhodesia, Sentafrican Press (Pvt.) 
Ltd., which publishes Rhodesian 
Insurance Review, Rhodesian 
Mining Review, Rhodesian Build- 
ya Journal, Rhodesian Tobacco he jg familiar ; (2) most national 
ournal, Rhodesian Bottle Store ates : Ae We . 

& Hotel Review and Woman and yr seemed inevitably include 
rec elements for which there is only 
, weak evidence—and this book 
shows which figures are firm and 
which are weak ; and (3) it will 
help him to judge how far it is 
in fact practicable, from existing 
records, to convert abstract 
theories to concrete figures. 

Comprising some 387 pages, 
the first four chapters give a 
general description of national 
income and expenditure statistics. 

The remaining chapters each 
cover one aspect of the economy. 
presenting groups of tables and 
discussing in detail personal in- 
public 
corporations, government, logal 
authorities, combined public 
authorities, capital accounts and 
formation, rent, and international 
transactions. 


Income figures 
and the market 


researcher 


A new book published today 
(Friday) by HM _ Stationery 
Office is intended to help, among 
others, the advertising market 
researcher. Called National 
Income Statistics: Sources and 
Methods and selling at 25s. it 
describes both the system of 
social accounting on which the 
Statistics are founded and the 
sources from which the actual 
Statistics are derived. 

It is aimed at helping the mar- 
ket researcher in three ways: (1) it 
provides national economic 
statistics in relation to ordinary 
records—business accounts, em- 
ployment and production records, 
income-tax returns or his own 
personal accounts—with which 


Beaverbrook News- 
Associated Newspapers Ltd., and 


CAMBRIDGESHIRE TIMES GROUP 


A.B.C. Figures 
Jan. to June, 1955 


. London Representative: W.H. WALMSLEY 
6 ; 4 > 7 Copies 69 Fleet Street, E.C.4 Tel. Fleet Street 9353 
North ive: LD ELLIS 
s Weekly lorthern Representative: ARNO 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


64 Cromford House, Manchester, 4 Tel. Blackfriars 6987 
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Complete the Campaign in colour with POSTER REPETITION 


BRITISI4 POSTER ADVERTISING ASSOCIATION ‘LONDON FOSTER ADVERTISING ASSOCIATION LTO 
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BBC is asked to help meet 
challenge of TV 


Radio Luxembourg is to launch a six-months’ campaign to 
boost the radio listening habit in Britain. And the BBC has 
been approached by Radio Luxembourg with a suggestion 
that the Corporation’s sound services should embark upon 


a similar drive. 

Accompanying the plan to sell 
radio on the air will be an adver- 
tising campaign later on in the 
year, in the national, provincial 
and periodical press, to promote 
Radio Luxembourg’s new pro- 
gramme techniques and the in- 
troduction of a new £300,000 
transmission system at present 
being installed for the English 
transmissions. This will provide 
the whole of Britain with first- 
class reception, says Luxem- 
bourg. 

G. Clement Cave, Radio Lux- 
embourg’s general manager, is 
inaugurating this “Listen to 
Radio” scheme following a sur- 
vey of trends on the Continent 
and in America. Radio manufac- 
turers, rediffusion companies and 
anyone with an interest in sound 
radio is being approached and in- 
vited to co-operate. 


The defeatists 


Mr. Cave, just back from New 
York, stated this week: 

“I am appalled by the defeatist 
and negative impression that 
radio and the people who work 
in it in this country give to the 
public. And I do not exclude my 
own organisation from _ this 
criticism. Radio in Britain is 
running away from the television 
challenge, and meekly accepting 
a second-best role. This is quite 
outrageous. 

“Radio has a great future pro- 
viding it will scrap all the old 
ideas and introduce new tech- 
niques essential in a television 
age. So far radio has made a 
pathetic attempt to play television 
on its own wicket instead of 
realising that the only answer is 
completely new programme 
thinking.” 

Radio Luxembourg is spending 
£300,000 on two new transmitters 
to provide better reception in 
Britain for the English transmis- 
sions. It will introduce new pro- 
gramme techniques—the first of 
which, “Jamboree,” is scheduled 
for tomorrow (Saturday) — 
backed by heavy advertising in 
the press, starting in September. 

Every evening from now on 
Radio Luxembourg will an- 
nounce details of their plans. 


1957 Newspaper 
Ad Conference 


Dates have now been 
announced for next year’s 5th 
Newspaper Advertising Con- 
ference. It will be held on 
Tuesday and Wednesday, 
March 19 and 20. 

Again the venue will be 
Royal Leamington Spa and 
again the organisers will be 
the West Midlands Newspaper 
Advertisement Executives’ 
Association. Further details 
will be announced later. 


Bradford sees 
TV spots 


When David Burry, Northern 
advertisement sales manager for 
ABC Television Ltd., visited 
Bradford with a team to boost 
interest in commercial TV adver- 
tising, the local Ritz Cinema — 
one of the ABC group—was 
taken over for a show lasting 
over an hour. 

A series of current TV com- 
mercials was shown. 

The preview was attended by 
representatives from ABC, adver- 
tising film producers, the Brad- 
ford advertising agency, Charles 
Wall and Partners, Ltd., who or- 
ganised the show, and about a 
dozen potential clients. 


Hard selling to 


house-proud 


A recent Amalgamated Press 
Ltd. promotion folder contains 
the June issue of Home. The 
folder has the title: “There’s No 
Place Like Home.” 

The folder describes Home as 
“an AP monthly that goes home 
to mother,” and as being used 
for “hard-selling to the house- 
proud.” Certified net sale (July 
to December, 1955) is given as 
211,868. Advertisement director 


is A. W. Burnett. 
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At the top table at the Theatre Publicity lunch were (|. to r.) Kenneth 
Winckles, a director of the Rank Organisation, Mrs. Bevan, and R. A. 
Bevan, chairman of 8S. H. Benson Ltd. 


SCREEN ADS’ IMPACT ON 
‘CAPTIVE 1,200 MILLION’ 


More than £5 million a year was now being spent on screen adver- 
tising, which made a tremendous impact on an annual captive 
audience of 1,200 million, it was emphasised during the “Theatre 
Publicity” lunch, given by the Rank Screen Services Ltd. to the 
Cinematograph Exhibitors’ Association’s annual conference at Black- 


pool last week. 

The lunch was held at the 
Winter Gardens, and was 
attended by about 1,000 guests. 


John Davis, managing director 
of the Rank Organisation, pre- 
sided. 

Proposing a toast to the guests, 
Gerard A. Holdsworth, manag- 
ing director of Rank Screen 
Services Ltd., said that he had 
proposed this toas' on three suc- 
cessive occasions—at Harrogate, 
Llandudno, and now at Black- 
pool. 

Seconding, Sydney Shurman, 
director of Rank Screen Services 
Ltd., said that the gathering was 
the largest of its kind ever to be 
held. 

Referring to the development 
and expansion of cinema adver- 
tising during recent years, Mr. 
Shurman pointed out that more 
than £5 million a year was now 
being spent on screen advertising 
—double the amount being spent 
three or four years ago. 

This had been achieved in the 
face of competition from other 
media and the growth of TV. 

Mr. Shurman said that Mr. 
Holdsworth had played “no small 
part” in the growth of screen 
advertising. To him went the 
credit for creating “Tips,” the 
most popular and successful of 
all screen advertising media, and 
he was always striving for perfec- 
tion and new ideas. 

The opening of a new anima- 
tion studio promised something 
esata new in screen advertising, 


Gerard Holdsworth, managing direc- 
tor of Rank Screen Services Lid., 
speaks at the lunch, with Dinah 
Sheridan—wife of John Davis, 
chairman of the Rank Organisation 
—on his left. 

which would continue to progress 
and go forward, he said. 

Ald. Herbert Henson, Mayor 
of Blackpool, replied. 

Of screen advertising, B. T. 
Davis, president of the Cinemato- 
graph Exhibitors’ Association of 
Great Britain and Ireland, said 
they were seeing the growth of 
what was in one sense a new 
industry, or at any rate a develop- 
ing part of the cinema industry. 
Exhibitors had shared in this 
growth and development and 
were grateful for the increase in 
revenue which had come from 
screen eee. 


%& ONE OF BRITAIN’S BEST MARKETS 


cred ty SURREY ADVERTISER 


LONDON: 143 Fleet Street, E.C.4 Tel: FLEet street 6692 Head office: GUILDFORD Tel: 5252 
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A COMPLETE, UP-TO-DATE 
MARKET ANALYSIS 

OF SEVEN KEY CITIES 

IN CANADA 


Here is your opportunity to find out—without cost— 
all the information you need to know about seven key 
Canadian markets. 


These seven booklets can help you avoid costly mistakes 
by giving you complete, advance data on seven of the most 
important cities in Canada—Ottawa, Hamilton, Winnipeg, 
Edmonton, Calgary, Medicine Hat and Vancouver. 


You learn their buying power, retail sales, buying habits, 
number of households, retail outlets and types of industries. 
All this plus many more equally important and vital facts. 


Added together, they give you a complete up-to-date picture 
of the factors which will influence your sales in seven key 
Canadian cities. In selling Canada, these cities make up 

a rich market you can’t afford to miss. They comprise 

the great SOUTHAM newspaper market . . . a $1,775,371,000 
market covered by the seven Southam newspapers 

with more than 1,500,000 loyal readers daily. 


With the Southam Survey on your desk, you can save 
yourself hours of research and correspondence. 

All the information you need will be available at your 
fingertips when you want it. 


These booklets are published as a service to 
all those who need up-to-date authentic facts 
and figures on Canadian markets. Order your 
FREE copies TODAY! 


write to: F. A. Smyth, 34 Ludgate Hill, London E.C.4, England 
or telephone City 2784 


REPRESENTATIVE: 


THE SOUTHAM +; NEWSPAPERS 


OF CANADA 


OTTAWA HAMILTON WINNIPEG CALGARY MEDICINEHAT EDMONTON 
Citizen Spectator Tribune Herald News Journal 


ee 
COST! 
NS oe 
7S cred A 
yo8 
WAM OR 
W) \3 
mavMiPEg \ 
Ns we 
= SS pe 
CALGARY 
HERALD 
Ts 
MEDICINE HAT 
_ NEws 
PEE a” 
t oven E 
ow 35\\ 
ce 
goodies 
¥e aon <i 
eZ 
MAS a 
| 
VANCOUVER 
Province 


ADVERTISER'S WEEKLY 
Women’s Club 
Special showing 
of Rank films 


Rank Screen Services Ltd. 
week gave a special showing of 
their recent productions to the 
Women’s Advertising Club of Lon- 
don. About 30 guests were present 
including the club's president, Miss 
V. Wright. 

Besides showing some new 
minute films and editions of Tips 
and Shop—together with a one- 
minute adaptation made from a 
Shop insert—the club saw “Blood- 
stock,” a 14-minute documentary in 
Eastmancolor. Also shown was 
an example of the type of work 
which it is expected will be pro- 
duced by the newly formed special 
animation unit. 

The show was originated and the 
commentary given by Patrick Mat- 
thews, general manager of Rank 
Screen Services. 


Leeds 
‘Good design and 


good business’ 


“Good Design and Good Busi- 
ness” was the theme of a speech at 
a luncheon meeting of the Publicity 
Club of Leeds, by J. Noel White. 
chief information officer, the 
Council of Industrial Design. 

Mr. White stressed that as a 


two- 


nation we had two sets of customers 


Club News 


—those at home and those abroad. 
If the latter were neglected it was 
likely to mean less money in the 
pockets of those at home, he said. 

“We must see that those goods 
we send abroad are not only the 
right price, but that the quality is 
right—and_ that’ includes good 
material, good workmanship, and 
good design.” 

He told how for the past ten 
years the Council of Industrial 
Design had encouraged manufac- 
turers to make well-designed goods, 
retailers to stock them, and the 
public to buy them. 


Bradford 


‘No second chance 
on television’ 


At a luncheon meeting of 
Bradford Publicity 
Barney Colehan, a BBC television 
producer, spoke on “Producing Pro- 
grammes for Television.” He said 
that, in contrast to the theatre, on 
television every night was a first 
night, for there are no second 
chances. 

Although the producer’ was 
usually given all the credit, a great 
deal rested on the shoulders of the 
many technicians involved. Whether 
put out by the BBC or commercial 
TV stations, television was costing 


the 
Association, 


an average of £2,140 per hour, he 
added. 


To end the 1955/56 season Liverpool and District Publicity 
held an informal dinner with Naomi Jacobs as guest speaker. 


Association 
Left to right 


are: Mrs. G. Fisher, wife of the chairman, John Merrick, Naomi Jacobs, 
Ron Berg, vice-chairman, and Mrs. Berg. 
Wolverhampton Hull 


New chairman 
elected 


Jack Corbett, a member of the 
Goodyear Organisation advertising 
department, was elected chairman of 
the Publicity Club of Wolverhamp- 
ton for 1956/57 at the annual 
general meeting. Mr. Corbett has 
been a member of the club since 
its first year and has served on every 
council except 1953/54, heading 
many committees. He has also been 
secretary. 

Other people elected were : 
(head of Gordon Reed 
vice-chairman ; 


J. Reed 
and Co.) 
R. C. Pay (manager. 
Wolverhampton Rediffusion Ltd.) 
secretary; Peter Gomm (editor, 
Goodyear Publications), Ken Stacey 
(Investor's Chronicle), Horace Braine 


(advertising manager Butler's 
Brewery), Don Barbour (Barbour 
and Mason Ltd.), Alan Woodhouse 
(Express and Star) and Dennis 
Beddows (Goodyear advertising de- 
partment), corporate council 
members. 


Associate council members are: 
Gordon Rostance (mayor's secretary 
and PRO) and Dick Pine (Servis 
Washers). 

Harry Booth-Adams, retiring 
chairman, said the year had been 
generally successful, both as regards 
club meetings and gains in member- 
ship. The club had done well in 
public speaking and had advanced 
its activities over many spheres. 
Another advance was the publication 
of the club magazine Digest in 
pocket-size form. 


London 
SPECIAL MEETING 


A special general meeting of the 
Publicity Club of London will be 
held at the Waldorf Hotel on Mon- 
day at 6.15 p.m. R. Trevor Harris, 
nominated as chairman, S._ T. 
Holmes, serving honorary treasurer, 
and Grahame S. Blundell, serving 
honorary secretary, will be returned 
unopposed. Only fully paid-up 
members are allowed to attend the 
meeting and to vote for the remain- 
ing officers. 


‘N ight sessions 


a success 


The Publicity Club of Hull report 
that the introduction of evening 
sessions, to replace the usual 
luncheon meetings has proved “very 
successful.’ A record attendance 
greeted Cecil F. Meyer, speaker at 
a recent session at the Royal Station 
Hotel, Hull. He dealt with the 
importance of typography and good 
design in advertising. 


Regent 
Jack Furey wins 
Notley Trophy 


Jack Furey (Foote, Cone and 
Belding Ltd.) with a net score of 73 
won the C.D. Notley Trophy at the 
Spring meeting of the Regent Ad- 
vertising Club Golf Circle at 
Finchley Golf Club last week. Guy 
Barney and Bob Fenton won the 
afternoon stableford foursomes with 
a total of 35 points 

A. J. McCarthy (Noakes Bros. 
Ltd.) has been elected secretary of 
the golf circle, and A. W. Newton 
has presented a trophy for competi- 
tion between players with handicaps 
of 18 to 24. 


Manchester 


Lunch speaker 


George Schwartz will be the 
guest speaker at Wednesday's 
lunch of the Manchester Publicity 
Association at the Café Royal. 


Golf 


Odhams beat 


Newnes 


When Odhams Press Golfing 
Society entertained George Newnes 
Golfing Society in a two-ball four- 
somes match at Croham Hurst golf 
course, Croydon, two rounds were 
played in each match. Odhams won 
by 9 games to 2 with one halved. 
Details (Odhams’ names first): 

A. C. Duncan and C. Bray (for 
whom C. A. Bull deputised in the 
afternoon round) 2 games, S. 
Mander and D. T. MacFie 0; 

H. D. Rochez (capt.) and R. Perks 
i Gordon Pearse and P. Silvester 


G. C. Odhams and G. B. Parrack 
1, J. J. Hedley Willis and J. M. 
Cochrane 1; 

E. Hatfield and L. C. Henshaw 2 
Webster Evans and R. P. Chappell! 


0; 

. _R. Lloyé and C. J. E. Hughes 
1. S. H. McDonald and K. 
Mc Dowsit i. 

J. E. King and M. Phillips 2, V. 
Goldsworthy and B. Hawkins 0. 
Motoring 


STREETS RALLY 


G. Street & Co., Lid., sports and 
social club held its first car and 
motor cycle rally recently. The 


Rally started at Finsbury Crescent 
and after 67 miles through Bucking- 
hamshire and Hertfordshire ended at 
Egypt—Burnham Beeches. There 
were 16 competitors. It was a 
navigational and observational test. 

First prize in the motor-car section 


was won by D. Cann in a Ford 
Popular. Second was D. Parris in 
a Sapphire, and third J. Pickard in 
a Singer. In the motor-cycle section 
the first prize was won by P 
Scotland 

Cricket 


Royds revenge 


G. S. Royds Ltd. won their cricket 
match against C. D. Notley Adver- 


tising Ltd. last weekend by five 
wickets. Notley scored 94 (Ray- 
worth 22) and Royds replied with 


95 for 5 wickets. Barry Darewski 
made 37 runs not out for Royds. 
This win revenged Royds’ only 
defeat last year, which was by eight 
runs. 


Monday, June If 

PUBLICITY CLUB OF LONDON. Special 
general mecting Waldorf Hotel 
6.15 p.m 

Tuesday, June 12 

WOMEN’S ADVERTISING CLUB OF 
LONDON Annual general meeting 
Oak Room, Trocadero Restaurant. 
Wednesday, June 13 

MANCHESTER PUBLICITY ASSOCIATION 
Luncheon meeting. Guest speaker 


Ad Man’s Diary 


George Schwartz. Café Royal, Peter 
Street 12.30 for 1 p.m 

Thursday, June 14 

BRITISH SALES PROMOTION ASSOCIA- 
TION Luncheon meeting Guest 
speaker: Peter Cadbury. Shaftes- 
bury Hotel. | p.m 


Friday, June 15 : 
INCOKPORATED SALES MANAGERS’ ASSO- 
ciation (Hanley branch) Annual 
general meeting. 
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Stars 
for the summer 


These are the names that will draw summertime viewers. 
Associated-Rediffusion’s galaxy of stars will make sure that the 
high ratings already achieved will go on steadily increasing. 


James Arness Diana Dors Ben Lyon 

Renée Asherson Joanne Dru Mercedes McCambridge 
Gene Autry Clifford Evans Lucie Mannheim 
Robert Beatty Douglas Fairbanks Alfred Marks 

Dick Bentley Zoé Gail Ricardo Montalban 
Charles Bickford Eunice Gayson André Morell 
William Boyd Ram Gopal Barbara Mullen 
Charles Boyer Marius Goring David Niven 
Catherine Boyle Dulcie Gray David Nixon 

Jack Buchanan Hughie Green Patti Page 
McDonald Carey Greta Gynt Leslie Phillips 

Phil Carey Barbara Hale Dick Powell 

Leo Carroll James Hayter Ron Randell 

Dane Clark Louis Hayward Rin Tin Tin 

Fay Compton Susan Hayward Cesar Romero 
Jackie Cooper Joan Heal Eleanor Summerfield 
Anne Crawford Wanda Hendrix Nat Temple 

The Crazy Gang Patrick Holt Terry-Thomas 
Finlay Currie Angela Lansbury Tommy Trinder 
Jerry Desmonde Bernard Lee Jack Webb 

Reg Dixon Vera Lynn Johnny Weismuller 


Ne ASSOCIATED-REDIFFUSION 
AN London—Monday to Friday, Every Day a Shopping Day 


ASSOCIATED - REDIFFUSION LTD., TELEVISION HOUSE, KINGSWAY, W.C.2. HOL. 7888 
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COM MEN 


BRIGHTON 
INQUEST 


The serious inquest on the 
Advertising Association Con- 
ference are now being held 
and, for the first time since the 
war, the general reaction is 
that it was a real success. 

The Newspaper Society, for 
example, has paid tribute to 
the constructive ideas produced 
and to the pattern set for 
future occasions. 

A bulletin circulated this week 
by the Society states: “It is 
not often that we find much to 
report from the annual con- 


ference of the Advertising 
Association.” But this time 
was different. 


An exception 


The statement says of the Con- 
ference : “This is always a big 
gathering ; it always covers a 
wide field and, as a result, it 
can seldom probe the day-to- 
day _— of particular 
interes: 

“But Brighton, 1956, was an 
exception. The audience was 
a blend, such as is all too 
seldom seen, of the buyers and 
sellers of advertising space— 
agencies, advertisers and media 
owners.” 

That is weighty approval of 
Brian MacCabe’s imaginative 
event, which had only one 
major shortcoming—the exclu- 
sion the press from the 
lively working sessions. 


Research 


From the provincial publishers’ 
point of view, the most notable 
Conference conclusion was 
that better media selection 
must come primarily from 
better knowledge. 

“More facts and figures, and 
more understanding of them, 
were clearly the requirements 
of the customers,” says the 
Newspaper Society. _ And its 
members are being urged to 
provide them, 

A British Research Foundation is 
envisaged, but the provincials 
seem unwilling to wait for that. 
They are wisely advised by 
their Society to provide 
Statistical evidence of their 
power as a medium. 

Commercial television, command- 
ing only £8 million of adver- 
tising money, has found more 
than £100,000 for research. 


That is an example to follow. 


TRAMS & BUSES 


PIERS - 


ROAD SITES 
\ 


AIRPORTS 


TRANSPORTATION ADVERTISING ? ASK 


* CITY GUIDES|: 


TALKING POINTS 


against advertising 


ATTACKS on advertising come in waves. 


Usually some- 


*“™ one in the House of Commons starts it off, then little men 
in many places repeat the usual clap-trap about “cost to the 
consumer” and “debasing influence.” 


These periodic outbursts are 
bad enough, but they can be dealt 
with immediately by powerful 
spokesmen for advertising. 

Less easy to get at, however, 
is the propaganda carried on in 
the schools. It is the insidious 
drip-drip technique that eventu- 
ally but inevitably turns the 
child’s mind against advertising. 

Evidence comes to hand this 
week of a text-book in daily use 
in many schools which includes 
a chapter of the most dangerous 


nonsense about advertising. 
Entitled Precis and Comprehen- 
sion for General Certificate 


(Ordinary Level) and written by 
G. F. Lamb and C. C. Fitz-Hugh, 
it includes a quotation from Our- 
selves and the Press by Peter 
Hood. Four hundred and sixty- 
five words of vicious stabbing at 
a business which makes the press 
—and in turn his book— 
possible. Look at this: 


@A notable characteristic of 
present-day advertising is that 
large space is usually taken in 
advertising goods which are rela- 
tively unimportant, while many 
normal everyday products take 
secondary place, or may not even 


appear at all in advertising 
columns. Some of the staple 
industries do not advertise 


directly to consumers, but an- 
nounce their wares in trade 
papers, and then only in a very 
moderate way. This helps to 
explain why advertising so often 
seems to thrive on trivialities, 
and why any serious discussion 
of advertising necessarily involves 
a rather detailed consideration of 
many apparently preposterous 
subjects. Clearly if a consider- 
able percentage of press adver- 
tising, and that most apparent to 
the reader, is devoted to what we 
may legitimately class as com- 
modities of secondary impor- 
tance, it yet cannot be ignored. 
And as it happens it is just this 
type of advertising, in a sense the 
most topical and insistent, which 
seems best to thrive upon an 
unscientific outlook, upon the 
instinct and credulity of the 
reader rather than upon his rea- 
son, and which demands, above 
all else, the attention of the 
reformer. be] 


TELEPHONE KIOSKS 


TRAM & BUS TICKETS 


Questions for the scholars 
follow this quotation. For 
example: 

Why do staple industries 
rarely advertise in general 
newspapers? 

Suggest reasons for the suc- 
cess of advertisements — which 
thrive upon an unscientific out- 
look. 

This text-book is in use in a 
Middlesex secondary modern 
school today. 

Prompt approach should be 
made to Middlesex County 


Council and any other authority 
whose schools use this book. 
They should be asked to ban this 
trash just as they would a horror 
comic. 


INEXPERIENCE 


THER jeers come from an 
unexpected quarter. The 
glossy monthly Furnishing, com- 
menting on the development of 
national advertising by furniture 
firms, sees “signs that in its in- 
experience the furniture indus- 
try may swing from one extreme 
to another, from a position where 
it was completely unknown to the 
public to a state where every 
manufacturer of any size com- 
petes in a ruinous race for the 
consumers’ attention.’ 
Furnishing suggests that “ad- 
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School text-book poisons child: mind 


vertising costs are, all too often, 
added to the price of the 
product.” 

Potential advertisers, says that 
journal, must therefore consider 
increasing their prices, or lower- 
ing their quality, when they 
tackle the consumer direct. 

“How many firms in the furni- 
ture industry today can afford to 
do this?” asks Furnishing. 

And the answer, of course, is 
none. No one can ever afford to 
look at advertising in this pecu- 
liar way. Not even Furnishing. 


WORKS WONDERS 


F course, they are not only 
schoolmasters, and _ill- 
informed editors who say stupid 
things about advertising. Some 
people who rely on it for the con- 
duct of their business are just as 
bad. 

Someone at Ind Coope & All- 
sopp Ltd, the brewers, for 
example, has recently sent out a 
letter from their Burton-on-Trent 
headquarters announcing a price 
increase. Here he tells retailers: 

We well understand the con- 
tinued increasing expenditure 
with which you are faced, and 
for our part we are involved 
in heavy expenditure through 
national advertising by means 
of television and the press and 
by improvements to our pro- 
perties. 

The inference is clear enough: 
Advertising is driving up the cost 
to the consumer. 

But Double Diamond wouldn't 
be working many wonders with- 
out it! 


TOMORROWS TOPICS 


@ New point-of-sale device for 
use in big stores will play over 
recorded sales messages for a 
wide range of products. Goods 
will be shown on a screen 
while a persuasive voice urges 
shoppers to buy. 


@ Yet another attempt is to be 
made to popularise tea bags in 
Britain. Picnickers are to be 
urged to take hot water in 
their vacuum flasks and make 
fresh tea on the spot. 


® Protests are to be made about 
the noisy surroundings in 
which some students of adver- 
tising have had to take their 
examinations. 


self- 
being 


@ Eye-catching packs for 
service stores now 


developed include aerosol] pres- 
sure cans for soft drinks and 
polythene bags holding shell- 
less eggs which can be boiled 
in them. 


@A strong bid is to be made 
next year to boost overseas 
sales of British detergents. 


© Several big branded goods ad- 
vertisers plan to make more 
extensive use of animation 
and lighting effects in window 
displays. 

@ Fresh marketing angle to be 
developed for raincoats will be 


based on a new zip-in plastic 
foam lining. 


ROUND TABLE 


TEMPLE BAR 2044 (5S lines) 


MASONS 


33 NORFOLK STREET STRAND LONOON W.C,2 
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The latest facts established by Granada 
Northern Index confirm that there is a 
very large potential audience for all 
Granada week-day transmissions. On Fri- 
days, 77°, of people with TV sets are at 
home between 7.30 and 9.30, and 1,770,000 
are watching TV”. 

This means that an average of.79°%, of 
people with TV sets are at home on week-day 
evenings between 7.30 and 9.30. During the 
same period an average of 1,700,000 people 
are watching TV in the primary area alone. 


* An Attu 


ood Statistics Survey exclusive to Granada 


GRANADA TV NETWORK 


17 


GRANADA NORTHERN INDEX 


REPORT THAT 


On Fridays 


IN THE NORTHERN REGION 


(first transmissions) 


Tf; of people 


WITH TV SETS 


are at Home 


BETWEEN 7.30 and 9.30 pm 


1,770,000 watching TV* 


Comparable figures for the weekend have 
been established at 72°, (1,800,000 actually 
viewing) on Saturdays, and 79%, (1,980,000 
viewing) on Sundays. 

These figures were disclosed by the first 
of the Granada surveys, conducted by 
Attwood in February. Other surveys are 
to be made, the results of which will be 
published here as they emerge. All the 
facts so far revealed are available from 
Granada Sales and Advertising Depart- 
ment in Manchester and London. 


Sales and Advertising Department, 149 Regent Street, London, W.1, REGent 8080 


Granada House, Water Street, Manchester 3. Deansgate 7211 


ADVERTISER'S WEEKLY 


Advertisers with a particular problem should 
consult Aler Anson, Sales and Advertising 
Director. He has all the information about 
audiences, programmes, rates and discounts. 
Reach him in London at REGent 8521. 
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COMMERCIAL TELEVISION 


Thrills in the jungle may be exciting enough 
but do they sell the product? 


Believability—best seller | 


in TV advertisements 


OOKING back, it seems 

only yesterday, when we 
had the first viewing of the 
nylon commercial—but _ the 
memory of it seems burnt 
irremovably into Teletaster’s 
soul. Hamlet, in what must 
have been a similar situation, 
covered the immediate reaction 
in the only possible words: 
“Hold, hold, my heart, And 
you, my sinews, grow not 
instant old, but bear me stiffly 
up!” 

Well, we have been bearing 
stiffly up for two or three weeks 
now. Sober reflection has it that 
some poor soul must have 


thought this one up, suffered 
with it, and then seen it flower 
on our television screens per- 
haps with some pride. Let us, 
therefore, examine this ghost on 
the ramparts with as much 
gentleness as possible. 

You may remember that the 
first_ scene opens with a shot of 
Armand in the jungle. He is cut- 
ting film under the blaze of the 
tropic sun. Around us there is 
the sound of drums, natives and 
all the other effects that are 
needed to show we are not half- 
way up Denmark Street and it 
seems that our intrepid explorers 
have a domestic problem. 

They are due to dine with the 
local governor. 


"| GAZETTE 


—guounnt) 


C ANT eourt 


~ KENT 
MESSENGER 


CHATHAM 


OBSERVER 


says TELETASTER 


On the way down river, how- 
ever, Michaela became so excited 
about a flock of crocodiles or 
hippos that she upset the canoe 
and all this is captured for us by 
flash-backs. Yet once more 
Armand rescues her, closely fol- 
lowed to the bank by terrified 
native boys—who also got a 
ducking. Even at this point one 
wonders why Armand does not 
teach his wife to swim, for it 
would be so much easier than 
always having to rescue her, as 
we have noted at least half a 
dozen times. 


Solving the problem 


The end result, of course, is 
that their shirts are covered with 
river mud—but the social con- 
tretemps is solved by the fact 
that they wear nylon and in the 
final scenes a _ triumphant 
Michaela emerges from a tent 
with hubby's nice clean shirt, all 
dry in a jiffy. 

And off we go to the ball! 

Now it is not claimed that 
there are any set rules for a tele- 
vision commercial. As fast as a 
rule is invented a freak merchan- 


A scene from the television film which advertises Simoniz“Bodysheen.” 
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dising plug breaks it. Neverthe- 
less, with this type of 
commercial, which we presume 
must be considered as a 
demonstration - cum - endorse- 
ment item, certain principles 
have become established on the 
proving ground of experience. 


In the attempt to sell a com- 
modity to the general public 
by virtue of example, one 
usually tries to convey “believ- 
ability”—a word coined 
expressly for the purpose and 
not meant to be anything but 
descriptive. The general 
public, or non-U, however you 
may categorise them, are any- 
thing but dumb. Is it not pos- 
sible, therefore, that they will 
ask themselves how it is that a 
camera comes to be so con- 
veniently situated that it is 
able to catch those dramatic 
incidents where the heroine 
falls in front of a crocodile? 


A true situation 


After all, we are not dealing 
with straight fiction as with 
Tarzan. This is merely an 
illustration of how nylon won 
the day! It must also be obvious 
that those panic-stricken native 
boys were acting their hearts out 
for a few bob a day! 

Excitement is no doubt useful 

but sincerity is also a help if 
you expect Mrs. Bloggs to fall 
for your message. Considering 
the fact that most of your 
viewers will have viewed the 
Armand and Michaela Denis 
series, will they have reached the 
conclusion that the incidents and 
adventures are real, or largely 
staged for the camera? Do the 
two characters sound convincing 
when they are talking about their 
life in the wilds or extolling the 
fact that they wear nylon in the 
jungle? 

Furthermore, because most 
people have some experience 


@ Continued on page 20 


As Teletaster wrote of this commercial in ADVERTISER’S WEEKLY, 
May 11, page 24, “There is nothing so effective as the actual showing 
of the product in action—in this case a straightforward cleaning job 


on the wing of a car.” 
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who 


i 


) makes up 


j 
j 
Jj 


your 
E> mind? 


It takes more than strength of mind and power of decision 
to choose the right paper or board for a printing job. It takes 
years of experience to tell what materials will give the most telling effect. Today many 
firms safeguard themselves by consulting paper experts. 


Before they choose they simply : 


SPICERS LIMITED - 19 New Bridge Street - London EC4 - Telephone ; Fleet Street 4211 
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with nylon, will they believe that 
anyone makes a habit of wearing 
nylon in the tropics? 

The most important factor 
which this type of commercial 
should establish is that of 
identification with the potential 
buyer. That is why most 
sponsors try to use a “presenter” 
who does not appear to be any- 
thing but an average person. Do 
Mr. and Mrs. Bloggs identify 
themselves with Armand and 
Michaela Denis? Do they get 
the feeling that “Jf it's good 
enough for them, it's good 
enough for me’’? 

To sum up the whole matter: 


In Teletaster's 
opinion  (ADVER- 
TISER'S WEEKLY, 
May 11 page 24) 
the commercial 
running on behalf 
of Marfak is “one 
of the best demon- 
stration items yet 
seen.” This scene 
shows how _ the 
grease clings. 


WVTNVOTONTINITI TY 


A beer commercial that 
pulls the viewers 


although viewers might be incomparable standard of Guin- 
attracted to the screen by the ness advertising has appeared on 
unusual setting of the opening our screens and there was a 
scenes, do they finish up by con- concerted rush to turn up the 
demning the whole story as a sound (which had been muted 
grand and glorious sham? while a bunch of dull commer- 
Gentlemen of the jury, We cials filled the space) when “Mr. 
rest our case! Pastry” appeared The vignette 
Bo ea * is too good to spoil for those who 
ANOTHER EXAMPLE of the have not yet seen it by descrip- 
tion in this column. But it can 
be said that when the sequence 
turned out to be a plug for 
Guinness, somehow the comedy 
business became even funnier. 
To analyse why this commercial 
should seem to be no less piquant 
after two or three repeats is 


The visual element 
of the Dunlop 
tennis balls com- 
mercial has no 
Tratiz and, 
in Teletaster’s 
opinion, it is a 
successful piece of 
work. 
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almost impossible. | would 
advise advertising men to take 
the trouble to switch over from 
Lime Grove just to catch it! 
* * * 

DUNLOP TENNIS balls have a 
good workmanlike commercial, 
which wears quite well. Just a 
Straight statement of facts con- 
cerning quality, durability and 
economy. The visual contains no 
frills, just a few tennis balls hop- 
ping about and some titling 
thrown in for good measure. It 
is quite possible that the narra- 
tion, combining good delivery. 
timing and terseness, plays a 
large part in this commercial’s 
success. 

While on this subject, it 
should be noted that the sound 
track sides of our commercials 
do not always receive the care 
and attention they deserve. It 


@ Continued on page 21! 


Commissioned for Boots 
by Smith Advertising Led 


J. Archur Rank Led 


Commissioned by 
Renart Studios Ltd 
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Why not use the TV station as 
an address for orders ? 


is as well to remember that 
the visual assimilation of a 
viewer takes up about 90 per 
cent of the receiving end of his 
brains. Sound can become an 
intrusion — distracting, and 
sometimes a downright annoy- 
ance, to the viewer. 

It is rather like learning to play 
the piano. We all get along fine 
banging out a melody with the 
right hand, but when the left has 
to fit in some chords the spell is 
broken. Therefore the advice is 
to be as succinct as possible. A 
narration that wanders all over 
the place (as so many do) loses 
all impact. A good voice should 
pick up the viewer's attention, 
hold it without recourse to over 
much volume and put it down 
again without a bump at the end. 


Petrol ads for 
the ladies 


A NEW series is on for National 
Benzole and a talking pump is 
incorporated—and that seems to 
be the beginning and end of the 
imaginative thought that has been 
applied to these items. On the 
other hand, the use of the word 
“Aromatic” as a selling point for 
petrol must startle a number of 


. 


~~ 


vnnyen 


people. Perhaps they are aiming 
at the women motorists! 


An actor for 
a daily 


One oF the most persuasive 
newspaper commercials now on 
the air comes from the Daily 
Mail. Their selling line, “The 
‘Daily Mail’ takes me to places I 
normally couldn't go!’ and the 
accompanying film scenes should 
surely be as good as anything for 
tackling the almost impossible 
problem of getting a man to 
change his newspaper. In this 
connection, a word of praise is 
due to Norman Wooland, who 
has settled down very nicely over 
the last few months. Like most 
stars, he was definitely ill at ease 
and rather shame-faced at the 
start of the series. He now has 
all the slickness and assurance 
anyone could want. 

*” * * 

A very long commercial which, 
if not very exciting, must be 
classed as efficient comes from 
G-Plan furniture. Even though 
they are obviously trying to sell 
the idea of G-Plan as a whole 
rather than any given pieces of 
furniture, it is possible that they 


Commissioned by 
}. Arthur Rank Led 


44a 


DOVER 


This scene from 
the “Marfak" com- 
mercial shows how 
the product retains 
its homogeneity 
under a_ powerful 
jet of water. 


are trying to cram too much into 
one commercial. 

It is also a pity that there is 
no arrangement whereby they 
can have their viewers write to 
“G-Plan, care of this station, 
etc., etc.”"—a technique used 
widely in the United States and 
to be recommended wherever 
possible. It has the advantage 
of roping in those people who 
do not keep a pencil and paper 
handy. 

The system is a little more 
trouble for the station, of course, 
but they do get first-hand know- 
ledge of the number of replies— 
which is useful for re-selling the 
client. A charge is usually levied 
(per 100 letters received) to take 
care of handling, so they don’t do 
so badly out of it. 
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To end on a short but happy 
_ fee 

The Esso commercial is well 
worth a little study. It utilises 


Show with punch e 


UNDER the title “Ringside,” 
Associated Rediffusion Ltd., will 
tonight open a weekly series 
which features famous boxing 
bouts down the years. The Cana- 
dian sports commentator Stewart 
MacPherson has returned to this 
country to introduce the pro- 
grammes. 


a clever combination of picture 
and jingle that allows the product 
name to be repeated the maxi- 
mum number of times without 
boring the audience. 


Whether it be ideas or finished art, 


poster or point of sale, advertisement 


layout or typography, Heinz Kurth 


brings an excitingly fresh and different 


point of view to every problem he 


attacks. Why not drop a few coppers in his 


cap-the résult will be very worthwhile. 
ARTIST PARTNERS LTD 


STREET, LONDON W.I 


HYDE 


PARK 9941 (10 LINES) 
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Britain establishes lead in mass 


produced fluorescent printing 


N2! sO many years ago 
there were some who 
prophesied a short life for the 
use of fluorescent inks. “Just 
a novelty,” cried the wiseacres. 
But today these brilliant hues 
are to be seen in ever-increas- 
ing applications. 


“Quickstep”—the Ashe Labora- 
tories home wave—is being 
marketed in Day-Glo-printed 
packages; Decca are using the 
ink for eye-catching record lists ; 
Evening News vans used it in 
conjunction with ultra-violet 
lighting; Waddington playing 
cards are now to be packaged in 
fluorescent - ink - printed con- 
tainers; the three military 
services are making use of Day- 
Glo fluorescent inks for still- 
secret purposes. These are but 
a few of the many and varied 
ways in which Day-Glo ink is 
now being used. 


_ How much of this fluorescent 
ink is being sold today? Dane & 
Co. are reluctant to give actual 


"A BRIGHT IDEA maybe 


YOU'RE quite nicely up on the swings— 
but a wee bit down on the roundabouts. 
NOT particularly disturbing perhaps, 


but don’t leave it like that— 


figures. “It would,” they 
say, “encourage others to violate 
our patents if they knew the ex- 
tent of our sales.” But they do 
say this: “In our six years of 
marketing Day-Glo fluorescent 
inks our sales each year have 
doubled those of the preceding 
year.” 


Increased brightness 
What exactly is Day-Glo ink 


—and how did it come into 
being? 

It was developed in America 
during the last war by two 


brothers, J. L. and R. C. Switzer. 
The fluorescent materials they 
manufactured had a brightness 
which exceeded that of normal 
pigments by as much as 300 per 
cent. 

Coloured lakes, which are 
widely used in paints and print- 
ing inks, had for long been pre- 
pared from dyestuffs precipitated 
by mineral materials. Switzer 
Brothers conceived the novel idea 
of replacing the mineral inorganic 


a New Approach to roundabouts 


there’s probably no basic reason why they won’t pay. 


can turn them into merry-go-roundabouts. 


WE suggest you consult us for that bright idea— 


A GROUP OF IDEASMEN, 


ARTISTS 


that NEW APPROACH TO YOUR ROUNDABOUTS in fact. 


LONDON, 


AND DESIGNERS—AT YOUR 
NUMBER FOUR OLD BURLINGTON ST., 


laking agents by finely divided 
non-toxic synthetic resins. In 
order to make their fluorescent 
pigments, they prepared special 
types of synthetic resins which 
are clear and water-white and 
added to these hot, melted resins 
and carefully selected propor- 
tions of various dyestuffs. They 
then powdered the dyed resin and 
obtained a very finely divided 
pigment, which was suitable for 
use in paints and silk-screen 
printing inks. 

Further research work resulted 
in the discovery of new types of 
synthetic resins, entirely different 
from any previously used for any 
purpose, which greatly increased 
the light fastness of the resulting 
fluorescent pigments. Pigments 
prepared in this way are described 
as Sunbonded Day-Glo pigments. 
The materials described above are 
used in Day-Glo screen inks. 

Dane & Co., Ltd.. who hold 
the licence to manufacture these 
inks in this country, have not 
been content merely to market an 
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existing product. They have 
undertaken an extensive research 
programme of their own. A 
programme which has now 
resulted in the production of 
fluorescent inks of much finer 
pigment than those obtainable. 
at the moment, anywhere else in 
the world. 


Inks which can be _ used 
effectively for letterpress, 
gravure and litho printing— 
opening up an exciting pros- 
pect for publishing, advertis- 
ing and marketing in the years 
ahead. 


Very wide application 


Consequently, instead of the 
Day-Glo effect being limited to 
silk-screen process work, as was 
the case a short time ago, it is 
now quite possible to have 
packages, magazines, and a vast 
amount of mass-produced print- 
ing economically carried out on 
high-speed conventional printing 
presses. 


Fluorescent inks appear very 
striking at all times of the day, 
but in the hour after dawn and 
the hour before dusk, when nor- 
mal printing inks appear particu- 
larly drab, Day-Glo inks show to 


maximum advantage, and the 
effective advertising time of 
posters, for example, is conse- 


quently increased. The popularity 
of these inks increases and 
they are being successfully used 
by many of the largest and best- 
known companies in the country. 


PUBLICITY DESIGN & IDEA LTD. 
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Yoar tools are as good as those of your competitor. You knowit. Quite 
likely he knows it, too. 


So how did they come to be selected for that big new project? 


Probably he advertises in MACHINERY MARKET—the journal that every top 
man reads. 


MACHINERY MARKET is the commercial engineering journal. The engineer- 
ing journal that many executives read specially for the advertisements. The 
man who has to buy machinery turns to it asa matter of course. If you have 
machinery to sell (new or secondhand) the right man will know about it if 
you advertise in MACHINERY MARKET. 


MACHINERY MARKET 


THE commercial engineering journal 


Every form of manufacture is covered by 
MACHINERY MARKET—all who use or need 
° machinery and engineering material. A 

-eve ry rl ay supplement is published each week con- 
taining an immense selection of plant for 

sale, wanted and for auction. An annual 


subscription of 55/- includes the Machinery 
Market Trades Index. 


THE MACHINERY MARKET LIMITED, 146A QUEEN VICTORIA STREET, E.C.4. Telephone: CiTy 1642 
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In the maintenance of full 


employment advertising plays 


a key role 


Advertising—-the most 


efficient salesman 


This article has been based upon an address given in London 
recently by NEIL H. McELROY, president, the Proctor and 
Gamble Company. 


DVERTISING is the most 

economic salesman of 
mass produced goods that Has 
yet been discovered. I know 
there are some who question 
the value of advertising. But 
1 do not think there should be 
any such question—and when 
I say that, I speak from the 
standpoint of public interests 
and not simply that of a seller 
of goods. 

If a way is ever found to sell 
low-priced items in great quantity 
to masses of people more effec- 
tively and efficiently than through 
a combination of advertising and 
merchandising promotion, my 
company will turn to it quickly. 


ARTHUR HOLLAND OF 


INTERNATIONAL ARTISTS 


Arthur Holland lives in a Sydney 
harbourside flat with his wife, Beryl, 
““my most valuable critic from a woman’s 
point of view,”’ and his two sons. 
He has a passion for detail, mood and 
design, which makes his illustrations so 
exciting. His work has appeared in 


Vogue as well as on the Australian market. 


Products must be continually 
improved and new ones intro- 
duced to keep pace with the 
changing needs and wishes of the 
homemaker. And these products 
must be moved daily in great 
numbers to their ultimate users 
through advertising and _pro- 
motion. 


It would be impossible for 
us to maintain our company’s 
plan of guaranteed employ- 
ment and the stability of our 
business without the steady 
demand for our products which 
results from aggressive and 
consistent promotion of ou 
brands to the mass market. 


Advertising is the most visible 
part of the marketing operation 


together with couponing and mer- 


chandising in general. And we 
can no more think of dis- 
continuing these advertising acti- 
vities and putting this money to 
other uses than we can of dis- 
continuing our packaging, or our 
product development—or any of 
the constituent elements which 
go to make up a product. 
In fact, if we tried to cut out 
or sharply reduce our advertis- 
ing expenditure I am convinced 
that the ultimate cost of our 
brands to the consumer would 
be greater than it is now. 
Further, the stability of our 
company would be seriotsly 
affected and we would cease to 
be a positive factor in the 
country’s economy. 

Marketing in our industry is a 
complex operation and it starts 
with product development—the 


Global 
tours 
display 
This special  dis- 
play card for the 
British Overseas 
Airways Corpora- 
tion was designed 
by J. Edward San- 
der and has been 
silk screened in 


four different 
blues, red and 
vellow. 
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development of brands which 
meet the needs and wants of the 
customer. I can think of few 
things more extravagantly waste- 
ful than spending money to try to 
sell a product which does not fill 
a consumer want—and fill it well. 
Unless a product makes a real 
contribution, advertising will 
hasten its downfall—as effectively 
as advertising can help build the 
sale of a superior product. 


Keeping down prices 


Successful aggressive marketing 
is essential to the reduction of 
costs because it permits. the 
economies of mass production. 
The technique of manufacturing 
in great volume, without sacrific- 
ing quality, is one of the great 
benefits of the industrial age 


@ Continued on page 26 


Fly by BOAC around the world 
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HOW TO CHANGE 
A WOMAN’S MIND 
OVER 2,000,000 
TIMES 


Among its five million readers, The Reader's 
Digest has well over two million women 
with the susceptibility, the shrewdness, and 
the passion for shopping that make them such 
attractive customers. 

Why, essentially, do the people who enjoy 
this magazine each month provide such a pro- - 
ductive market for your advertising message? 
One reason is that they are comfortably above 
the average in income—for instance, over a 
million of our readers own their own houses, 
and nearly a million have motor-cars. 

But more important still is our readers 
character. The Reader's Digest deliberately 
sets out to please people with inquiring minds, 
interested in many things, receptive to new 
ideas. Its phenomenal success —over a million 
sale in Britain, a world sale of over eighteen 
millions—is the measure of the opportunity it 
offers to the advertiser who has something to 
say. Its readers really read it—pick up each 
issue many times as they browse through its 
articles. There is ample evidence that they 
read the advertisements, too. And they are 
exactly the kind of people, better informed 
than most, whose example is apt to influence 
their friends. 

It is because of the character of its readers 
and their pleasure in reading it that The 
Reader’s Digest is one of the great advertising 
media of Britain. 


OVERSEAS International editions, 27 of 
them, cover key export markets. The British ex- 
porter can book space in London and, usually, 
pay in sterling. 


NO WONDER IT’S CALLED 
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Advertising—key factor 


in economic stability 


and this applies to my own pro- 
duct, soap, as well as to cars. 
Let me give you an example. 
Some 50 years ago a bar of 
“Ivory” soap, one of our leading 
brands in the United States, cost 
five cents. Since that time labour 
costs have risen 40 times as much, 
raw material costs have increased 
many times over, taxes have come 
into the picture in an amount 
roughly equal to labour costs. 
And yet today that bar of 
soap costs only nine cents— 
and it is a far superior product 
to the one sold 50 years ago. 
To me that is a clear demon- 
stration of mass production and 
mass marketing at work. 


Proven validity 


It is true that advertising was 
once a point of some contention 
in the US. But it has so clearly 
demonstrated its importance in 
the building of a growing 
economy, and the maintenance 
of stability, that today few will 
question its basic validity. 

Its effectiveness has been 
dramatically impressed on many 
of our own people outside of 
the business world—notably the 
government. 

As a result of the formation in 


the US of the Advertising Coun- 
cil (through which major adver- 
tisers donate tens of millions of 
dollars’ worth of advertising 
space and services), many import- 
ant public causes have benefited. 
The recruiting of nurses, the sell- 
ing of savings bonds, the replen- 
ishing of the blood bank—to 
name but a few. 

No one company by itself can 
affect a nation’s economy im- 
portantly. However, a nation is 
made up of people and of or- 
ganisations of people. 

My own company is typical of 
many old American companies in 
that its parenthood is definitely 
British. The original partners 
came to. Cincinnati from the 
British Isles and formed a 
partnership in 1837 which, by 
interesting coincidence, is the 
same year as that in which Thos. 
Hedley & Company started in 
England. 

Throughout the years the com- 
pany has grown as the US has 
grown and is today an enterprise 
of substantial size, making soaps, 
edible oil products, toiletries and 
allied products, as well as high 
grade alpha cellulose from cotton 
linters and wood. Outside the 
US we have operations in some 


15 countries—and Thos. Hedley 
& Co., which became part of the 
Procter & Gamble organisation in 
1930, is the largest and most im- 
portant of such units 

The Hedley company wants to 
make a constructive contribution 
to the British economy. Not 
because of altruism, but because 
of the obvious business benefits 
from operating in an economy 
which is sound and stable. 

The reinvesting of capital to 
build a stronger company, the 
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development of management 
personnel, guaranteed employ- 
ment plans, the constant search 
for better products and lower 
costs of producing them, the pro- 
gramme of advertising and 
merchandising to bring these im- 
proved products to the attention 
of the British public—all of these 
contribute to the growth and 
stability of Thos. Hedley & Co 
which in turn, we hope and 
believe, will contribute to a 
stronger British economy. 


Extract from Advertiser’s Weekly, 


Friday May 25th 1956. 


In order to drive home the point that the new Osram pink pear! 

lamp—one of the latest developments in home lighting—provides « 

soft and shadowless light, the General Electric Co., Ltd. arranged 

this window display in London around the theme of “Pearl in the 
oyster.” 


THE OLDEST ADVERTISING AGENCY 
IN THE WORLD 
(WHITES OF FLEET STREET) 


has arranged the first 


PLANNED RECRUITMENT SCHEME 
ON BRITISH TELEVISION 
FOR TECHNICIANS 


The Scheme is designed to 
attract skilled personnel for 
work on the famous 


VICKERS VISCOUNT 


“*My pleasant friend, Jem White’—Charles Lamb 


R. F. WHITE AND SON LTD. 


72/78 FLEET STREET, LONDON, E.C.4. 
INCORPORATED PRACTITIONERS IN ADVERTISING 


ESTABLISHED 1800 
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pert 


PERSONAL CALLS*TE 
fe 7 Bees 


IN SELLING ABROAD, it might, of course, be theoretically possi- 
ble to telephone every one of your prospects in every country. 
But what a practical impossibility that would be. How time 
consuming and cost consuming when compared with adver- 
tising that reaches the right people in the right places in 
the right way. 


And when it comes to advertising — the international editions 
~~. Of LIFE magazine do this every fortnight. 


Pecause the readers of these magazines are key people— 
— 'eaders in business, government and the professions—you 
SO know you are reaching individuals who are in a position 
to act on your selling message. You are certain, furthermore, 
that you are securing coverage in every free country —because 
LIFE INTERNATIONAL reaches the top of the market around 
the world, and LIFE EN ESPANOL offers concentrated 
7 coverage in Latin America. 


Pe And there is no element of doubt about how your adver- 
tising message will be presented because you yourself are in 
control. You have the opportunity of seeing that your selling 
message is delivered in the most effective manner—and that 
your product is shown to best advantage. 


It is for these reasons that leading companies in Britain and 
on the Continent have more than doubled their investment in 
LIFE’s International Editions in the last four years. 


LIFE INTERNATIONAL—advertising rates based on average 
net paid circulation of 250,000 copies printed in English and 
distributed in 120 countries outside North America. 


LIFE,EN ESPANOL—advertising rates based on average net 
paid circulation of 275,000 copies printed in Spanish covering 
all of Latin America. 


These are the INTERNATIONAL EDITIONS of LIFE maga- 
i zine, with a combined current circulation that now exceeds 
+ 560,000 copies every fortnight. 


‘. For further information, write or telephone The Advertisement 
Director, Life International Editions, Time & Life Building, 
New Bond Street, London W.1. Grosvenor 4080 


-in Spanish for Latin America 
-in English around. the world 
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COMPANY MEETING 


Odhams Press Ltd. 


INCREASED REVENUE 


The 36th Annual General 
Meeting of Odhams Press, 
Limited, was held on May 31 in 
London. Mr. A. C. Duncan, 
FCA (the chairman), in the 
course of his speech, said: While 
our gross revenue, as compared 
with that of the previous year, 
has increased by £3,707,000, pro- 
duction costs and other expendi- 
ture have increased by £3,637,000. 
The increase in Trading Profit is 
£70,000. After taking into 
account revenue from _ Invest- 
ments and deducting Deprecia- 
tion Charges, Debenture and 
Loan Interest, Directors’ and 
Auditors’ remuneration and 
Employees’ Insurance, the Net 
Profit for the year amounts to 
£2,502,903, a decrease, compared 
with that of the previous year, of 
£38,000. 

These results were achieved 
despite the losses incurred from 
a serious stoppage of our news- 
paper activities in the early part 
of the year, followed by a strike 
on the railways, which involved 
us in further heavy costs. Taxa- 
tion requirements of £1,276,000 
show little change, and the Net 
Profit, after taxation, amounts to 
£1,226,000. 

To this amount has to be 
added the sum of £426,000, the 
balance of undistributed profits 
brought forward from _ the 
previous year and Taxation re- 
serves of £415,000, referred to in 
the Directors’ Report, which are 
no longer required. Thus there 
is a balance available of 
£2,067,000. Capital commitments 
amount to £1,417,000. It was 
thought advisable, therefore, 
further to strengthen the Group's 
Reserves. It is accordingly 
recommended that £990,000 
should be earmarked for this 
purpose. Provision for Staff 
Pensions again requires £170,000. 


FIFTY-SIX PUBLICATIONS 


The last page of the Report 
gives an up-to-date picture of the 
expanding scope of your Com- 
pany’s activities and a list of the 
56 publications owned or con- 
trolled by it, an increase of eleven 
during the past year. 

Our Subsidiary company, Od- 
hams (Watford) Ltd., has again 
had a successful year, and has 
maintained its high standard of 
production, both in the quality 
and the quantity of its output. 
The extensions to the buildings 
and plant, to which I referred 
last year, are going forward 
satisfactorily. 

The “Daily Herald” and “The 
People” maintain their influence, 
popularity and place among the 
great national newspapers, and 
“The Sporting Life” also retains 
its pre-eminent status with its 
recognised authority and wide 
readership in the field of sport. 

Tothill Press Ltd., which is 
responsible for most of our trade 
journals, has also had a prosper- 


ous year, as, indeed, I am glad 
to say, have the rest of our sub- 
sidijary companies, including the 
Continental and Overseas Organ- 
isation Ltd., which publishes 
“Machinery Lloyd,” a _ paper 
which is maintaining its success. 

Dean & Sons Ltd. has also 
made a satisfactory contribution 
to the year’s results. 

In passing, | would point out 
that the House of Odhams pub- 
lishes a wide range of books, as 
well as technical and specialised 
journals, circulating all over the 
world and making a useful con- 
tribution to the country’s trade 
overseas, 

The Outdoor Advertising 
Department, the Borough Bill- 
posting Company, has had 
another successful year. It has 
always maintained a high stan- 
dard of service in the type of pub- 
licity which outdoor advertisers 
require. 


A WORLD RECORD 


The sales of “Woman” exceed 
three million, three hundred 
thousand copies per week, a world 
record for a publication of this 
kind, and “John Bull” and “Illus- 
trated” maintain their leading 
position in their own fields. 

“Ideal Home” has maintained 
its popularity. Its sales exceed 
250,000 copies an issue, a very 
high sale for a periodical of its 
high class character. 

Overall, the sales of our news- 
papers and_ periodicals are, 
approximately, 23 million copies 
a week, which, in terms of reader- 
ship, represents much higher 
figures. We are happy to pro- 
vide and our advertisers appre- 
ciate this enormous coverage in 
so many remunerative markets. 

We have recently acquired 
control of South African and 
Rhodesian publishing businesses 
specialising in the trade and 
technical field and we believe 
these extensions, while further 
broadening the basis of our 
activities, will prove to be satis- 
factory investments. 

So far as this year, 1956, is 
concerned, it must be borne in 
mind that we have already had a 
printing stoppage, which affected 
a number of our own and custo- 
mers’ periodicals, involving losses 
of revenue. Substantial increases 
in our production costs, including 
wages, distribution, paper and 
other raw materials, have also to 
be met. We shall, of course, take 
every possible step to offset the 
effects of these difficulties and 
disturbances but it would be 
prudent to bear them in mind 
when considering the prospects 
of the current year. 

Before concluding, I would like 
to take the opportunity, once 
again, of paying a tribute to the 
good work and _ co-operation 
throughout the group of our 
large and loyal staff. 

The report was adopted. 
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PUBLIC RELATIONS 


All the big PR guns are 


now booming for milk 


FOr years now the National 
Milk Publicity Council 
have been promoting milk by 
every means at their disposal, 
and the time has now come for 
one of the biggest promotions 
of them all to be put into 
operation under the title of the 
June Dairy Festival. The big 
guns of public _ relations, 
exhibitions, and promotional 
activities of all kinds are going 
to concentrate on selling not 
only milk, but also the idea of 
the diversity of milk as a food. 
Handled by agents Mather & 
Crowther Ltd., the promotion 
got off to a good start on Mon- 
day when the Minister of 
Agriculture, the Rt. Hon. Derick 
Heathcote-Amory. invited the 
Lord Mayor of London, Alder- 
man Cuthbert Ackroyd, to 
declare the festival open in 27 
towns of England and Wales. 
And what have Mather & 
Crowther evolved for this scheme 
to help sell more dairy products? 


Exhibitions and carnivals 


The answer—most of the 
festival towns are to have carnival 
processions, dairy exhibitions, 
baby shows, cookery demonstra- 
tions, free visits to farms and 
dairies, and a dairy ball. Milk 
* Ambassadors” will reward 
waiters, waitresses and bartenders 
who offer them a glass of milk, 
and all towns will take part in a 
national “Dairy Queen” competi- 
tion. 

All taken together, the net has 
been opened wide and it seems a 
hard hitting campaign which can 
hardly fail to attract considerable 
editorial notice—at least through- 
out the 27 towns where events 
are to take place. And apart 
from the editorial space the pro- 
motional events will naturally 
gain, the organisers have already 
mailed a_ special brochure to 
women’s editors which contains 
full details (and pictures) of the 
many dishes which can be made 
with milk and dairy products. 


Campaign to 
suppress 


ANOTHER INTERESTING public 
relations story comes this time 
from the public relations depart- 
ment, Press & Broadcast Division, 
of GPO Headquarters. The latest 
step in a campaign to impress the 
public of the nuisance caused by 
the constant interference of un- 
suppressed electrical equipment is 
a leaflet You're On the Air, Mrs. 


Television queen 
keeps the name 


prominent 


T the Television Ball held 

during the Radio and Tele- 
vision Retailers’ Association con- 
ference in Llandudno, the name 
of Pye Lid. was kept well to the 
front when 17-year-old Sheila 
Smartt, a shorthand-typist in the 
Pye technical publications depart- 
ment was voted “Television 
Queen of 1956.” This photo- 
graph shows Miss Smartt receiv- 
ing her crown from W. R. Stone, 
president of the RTRA. Apart 
from being presented with a prize 
of 25 guineas the “Queen” also 
appeared on independent tele- 
vision news and thus took the 
name of Pye to an even larger 
public. All in all, very good 

public relations for Pye. 


Smith, which is free at all main 
post offices. 

This neatly written leaflet ex- 
plains to Mrs. Smith that she is 
a “regular broadcaster,” 
although she does not know it, 
scores of neighbours have to 
suffer the crackle and pop, the 
streaks and flashes, of her hair- 
dryer as a weekly feature of their 
radio and television programmes. 

How does interference happen? 
What can be done about it? And 
what are the government regula- 
tions concerning this subject? 
These are just a few of the points 
explained in the leaflet which con- 
cludes by saying: “Mrs. Smith 
can clear the air.” 
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A WISE MOTORIST 


Throughout Scotland, North East and 
North West England, North Wales, 
Northern Ireland and Eire, as he 
approaches the towns, forceful sales 
messages are presented in the most 
effective way ...on David Allen 

poster sites. 
lf the motorist forms part of your 
market, you cannot afford to ignore 
the assistance such advertising can 
; give you. 
AABQ20. 
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David Allen & Sons Ltd., 

7, Buckingham Palace Gardens, 

London, S.W.1. 

Telephone: SLOane 0711. 

Telegrams: Advancement Sowest London. 


Area Offices in GLASGOW, NEWCASTLE UPON TYNE, LIVERPOOL, BELFAST, DUBLIN 
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Trust Arbeiderbladet 


Arbeiderbladet’s word carries 
weight. Its columns carry more 
and more advertising. Nor- 
knows that 
advertisements in Arbeiderbla- 
det SELL. Statistics reflect the 
readers’ trust in their impor- 


wegian business 


tant Oslo daily. The rising cir- 
culation people who 
have fought for a high standard 
of living, but who still have 
great demands to be filled. The 
purchasing power is there — so 
is the confidence of *)65 159 
readers. Are you? 


reaches 


*)Certified net circulation. 


For all information: 


14, Dover Street, London, W. 1. Mayfair 8615 


. 


" Quality coverage 
in South Africa 


Cape Town 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 
RAND DAILY MAIL 


SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 
FORUM 


Voi 


NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.|!. 
Tel.; LANgham 5036 


Durban 


Johannesburg 
National 


* 
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Imports and exports up 


in high standard market 


[tHE export drive in Norway 
is producing results. In 
the first quarter of this year 
the country had a surplus of 
£4,250,000 in its foreign trade 
and services account compared 
with a deficit of £15,000,000 in 
the first quarter last year. 


The country’s foreign trade 
deficit in the first three months 
this year was £11,800,000 less 
than in the first three months last 
year. The value of goods 
exported from January to March 
this year was £62,350,000 com- 
pared with £55,200,000 in the 
same period of 1955. In addi- 
tion, ships to a value of 
£4,800,000 were sold abroad com- 
pared with £3 million in the first 
quarter last year. 


The import of goods in the 
first quarter this year was 
£83,950.000 compared with 
£82,300,000 in the same period 
last year, while the imporr of 
ships was £15,950,000 com- 
pared with £20,500,000. The 
excess of imports over exports 
including ships in the first 
quarter this year was 
£32,750,000 compared with 
£44,550,000 in the first quarter 
last year. 

The visible trade deficit is being 
very largely met by the foreign 
freight earnings of the Norwegian 
merchant fleet; and because of 
the high freights now prevailing, 
it is expected that the net foreign 
earnings of the fleet this year will 
exceed the Budget’s estimate of 
£131,500,000. Last year’s net 
foreign freight earnings were 
£111,750,000. In 1954 they were 
£91,250,000. 


| Opportunity for 


adhesive tape 


manufacturers 


HERE is a growing demand 
for adhesive tapes—especially 
| for self-adhesive cellulose tape 
in Norway, and a campaign to 
educate potential customers in its 
| uses and merits would be likely to 
| reveal an extensive market. Ina 
| recent market report issued by 
the Board of Trade it is pointed 
' out that unfortunately such action 
is at present frustrated by import 
restrictions which do not permit 
| the entry of sufficient tape to 
satisfy even the existing require- 
ments, though the various global 
quotas which govern its import 
have been increased this year. 

It is, of course, quite possible 
| for market conditions to change 
| rapidly and it is, therefore, of 
| value for British manufacturers 


70805 OU 
NORWAY 


to know that, with the exception 
of that used for pharmaceutical 
purposes, there is very little pro- 
duction of adhesive tapes in 
Norway. 

Users of adhesive tapes in 
Norway thus have to rely very 
largely upon imports. Due to 
the restrictions described above, 
imports are insufficient to satisfy 
even the present demand. Some 
Norwegian manufacturers have 
re-planned their packaging de- 
partments on the basis of self- 
adhesive tape; examples are to 
be found in the textile, paper, 
canning, cosmetics, graphic arts, 
chocolates and sweets, pharma- 
ceutical, food, hardware and 
tobacco industries. Many other 
manufacturers would also do so 
if they could obtain import 
licences. Others still would be 
easily converted to the use of 
adhesive tapes by a sales promo- 
tion drive, but hitherto agents 
have been discouraged by the 
import restrictions from embark- 
ing upon such a campaign. 


Trade prospects ahead 


Given the present shortage of 
foreign currency in Norway, 
there is little prospect for the time 
being of the restrictions on the 
import of- adhesive tapes being 
lifted altogether. Indeed, the 
government have made it clear 
that they do not intend to extend 
the free list at present beyond the 
existing 75 per cent liberalisation. 

At the same time they have 
stated that their policy must 
be directed towards gradual 
liberalisation and the increase 
this year in the global quotas 
governing the import of adhe- 
sive tapes are evidence of this 
trend. 


Meanwhile, imports which can 
be shown to help Norwegian 
export industries to earn foreign 
exchange, or home industries to 
save foreign exchange, are likely 
to be looked upon with favour 
by the licensing authorities. This 
may well be a line which could 
be followed up with advantage 
in relation to adhesive tapes. 

If British manufacturers could 
demonstrate to the Norwegian 
Export Council, the semi-official 
organisation for the promotion of 
Norwegian exports and to the 
Ministry of Commerce (who con- 
trol import policy) how adhesive 
tapes could be used to improve 
the competitiveness of Norwegian 


@ Continued on page 32 
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Fish straight from the salty ocean on 
to your dinner-table—fresh from our 
inexhaustible larder out beyond the 
skerries ! 


Large sums are invested annually in 
modern fishing-vessels and first-class 
equipment. Thereby, increased catches 
are ensured and, in their wake, better 
profits for the fisherman. 


Bergen, the second largest town and 
shipping centre in Norway, is also the 
seat of the Norwegian Directorate of 
Fisheries, and the most important town 
of the fishing industry. It ranks as the 
leading port for the export of fish and 
fish-products. 


In this rapidly growing industria! and 
commercial centre, Bergens Tidende 
covers 9 out of 10 families. With a 
daily circulation of 55,000, Bergens 
Tidende is the largest newspaper out- 
side of Oslo, the capital, and the main 
advertising medium of Western 
Norway. 


Alive and kicking - Bergens 36% Tidende 


U.K. REPRESENTATIVES: Joshua B. Powers Ltd., 
14 Cockspur Street, London, $.W.1. 
WHitehall 3366. 


| adventiting in’ NORWAY 


An enormous market 


77°. of all landlords and home-owners in 
Oslo read Aftenposten ; 86°, of Oslo’s car- 
owners read Aftenposten. Of all Aftenposten’s 
readers 52°, live in flats with three or more 
rooms, while only 24° of non-regular readers 


have the same living standards. 


Mere figures would suggest that readers of 


Aftenposten account for 70°, of all consumer 


goods. But, as their purchasing power is well 
above the average, the demand for quality 
goods and higher-class products is consider- 


ably greater. 


ee gowre go par with, AFTENPOSTEN 


14 Cockspur Street, London, $.W.| 


Telephone: WHitehall 3366 Norway’s leading advertising medium 
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Me destgn and make! 


@ DISPLAY UNITS 
@ SALES AIDS 


@ DISPENSERS 


Whether it is metal, wood or wrought iron 


WE ARE THE 
ACTUAL MANUFACTURERS 


Our experience of sales and practical advice is readily available to 

you. Let us submit ideas and prototypes and prove how reasonable 

and efficient a permanent display can be. 
MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


When it calls for LITHO— 


telephone SWAINS 
BARNET 2201 (4 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 


164 High Street - Barnet - Herts 


Widely read by engineers 
— and executives 


sees 


Mechanical World 
and ENGINEERING RECORD 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E C.4. 
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The “Peppermints,” a singing trio currently helping to promote con- 
fectionery in the United States on television, present Chicago's Miss 
Lee with a 10-lb. stick of peppermint candy to indicate their approval 
of her recent selection by “TV Guide” as the city's top female tele- 
vision personality. “Peppermints” are (left to right Barbara Warner, 
Jane Erickson and Joan Erickson) currently recording for the Tweed 
record organisation. Wherever they go they take baskets of pepper- 
mint (supplied by the National Confectioners’ Association) and hand 
out the pieces to the public. Celebrities get large 10-lb sticks, as above. 


Opportunities 
for UK firms 


in Saudi Arabia 


ERCHANTS were outspoken 
in their praise for the 
honesty of dealings with British 
firms—but it was quite a different 
story with deliveries and “one or 
two firms said they had no inten- 
tion of ordering again from the 
United Kingdom.” That informa- 
tion has been given in a report 
issued by the Board of Trade (but 
not necessarily expressing the 
offic'al views) about trading con- 
ditions in Saudi Arabia. It is 
clear from the report that there 
are distinct opportunities there 
for British traders. 
Attention is drawn to the fact 


NORWAY’S OLDEST NEWSPAPER 


PModresfeavijen 


Founded 1767 


TRONDHEIM— 
PIVOT OF NORWAY 

Trondheim, the ancient capital of 
Norway, and still the central focal 
point through which almost all North- 
South trade passes, is today a city of 
some 80,000 inhabitants, and centre of 
a prosperous and developing area. 

Adresseavisen covers the whole of this 
region, and its high journalistic reputa- 
tion and consequent intense readership 
give added impact to your advertising. 


Mdresfeavifen 


TRONDHEIM 
One of Norway's most widespread news- 
papers. Audited Circulation 3rd quarter 
1955: 
Exclusively represented in U.K. by 
JOSHUA B. POWERS LTD. 
14, COCKSPUR ST., LONDON, S.W.1 
Tel: WHitehall 3366 


that the Eastern Province is now 
a separate market requiring 
separate marketing arrangements 
independent as far as possible of 
neighbouring territories. A very 
few UK firms have actually 
appointed agents there. A num- 
ber of others retain their agency 
for Eastern Saudi Arabia with a 
firm not resident there but allow 
any eastern Saudi firm to order 
direct at factory prices. Though 
such an agent gets the commis- 
sion, the Saudi firm then at least 
has the satisfaction of feeling that 
he is ordering direct from the UK 
at a price he knows to be fair. 


NORWAY ~ continued 


exports, the effect upon next 
year’s quotas might well be 
favourable. 

* * * 

TINNED PEACHES and pineapples 
will be back in Norwegian shops 
in July for the first time for 16 
years. The first consignment from 
the United States numbers 
2,500,000 tins. Since the war, tens 
of thousands of Norwegians have 
crossed to Sweden every year to 
buy tinned peaches and pine- 
apples unobtainable in their own 
country. The authorities hope 
that these expensive shopping 
expeditions now will cease. 

* * * 


Laprs IN Norway are again to 
have a newspaper in their own 
language. Some 50 years ago 
there were three Lapp news 
papers, but eventually they all 
closed down. The weekly news- 
paper to appear now is backed by 
capital provided by local authori- 
ties in Lapp districts and by the 
Ministry of Agriculture, Oslo. 
The Lapp population of Norway 
numbers about 20.000 and 2,000 
copies of the newspaper will be 
printed. 
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ADVERTISER'S WEEKLY 


Th d d ti 
the tect PY 


Industry... 


-Industrialists, Trade 
ppemnists racioment | 
an e- 
thinking about it - all 
talking about it -all want 
ize) KNOW about it. ‘4 


Automation is inevitable and its ap- 

plications have already spread through 

many industries. The latest information 

on new machines, instruments, components and 
accessories is vital to our industrial future. 
AUTOMATION AND AUTOMATIC EQUIPMENT memes, 
NEWS will also contain authoritative articles and all . ——= 
news relating to the technical, political, economic and : " 

social aspects of automation and will be published 
monthly. 


STANDARD SIZE 
Full details of rates and mechanical data will be sent ; 6 
on application to:— 9} x 


Advertisement Director, 


UNITED TRADE PRESS, LTD., 


9 GOUGH SQUARE, FLEET STREET, LONDON, E.C.4. Telephone: Fleet Street 3172 
Publishers of 
INSTRUMENT PRACTICE . INSTRUMENT MANUAL . LABORATORY PRACTICE . MAKER UP . CLUB SECRETARY 
BRITISH MILLINERY . DAIRY INDUSTRIES . SOAP, PERFUMERY & COSMETICS . MANUFACTURING CLOTHIER 
UNIFORMS & INDUSTRIAL CLOTHING . HATTERS GAZETTE 
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HOME is a magazine that fairly crackles with 
life! Editorial content as fresh as new 
paint—crisp accurate photogravure 
reproduction throughout —lots and lots of 
colour—you can see HOME has got the right 
bright modern look that’s essential for appealing 
to the modern home-builder. So if you want to sell to 


the house-proud of today you had better be seen around HOME! 


CERTIFIED NET SALE (JULY-DEC 1955) 211,868 
PAGE RATE £200 


A. W. BURNETT, Advertisement Director, 
Weldons Limited, 30 Southampton Street, Strand, 
London, W.C.2 Temple Bar 2745 
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HOME DECORATING 


An A.P. Home Monthly that goes home to mother 
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The hand that rocks the cradle often 


chooses the shirts and ties so 


Don't forget the feminine 


influence in menswear 


N inquiry conducted by 

Men's Wear indicates that 
the influence of women on the 
buying of men’s apparel is 
much greater than may be 
generally realised. 

A woman correspondent was 
commissioned by the journal to 
carry out the survey. She found 
that the highest proportion of 
women-customers in menswear 
shops was in industrial and 
suburban areas (as much as 90 
per cent in some places), but 
even in the so-called exclusively 
male stores in London's West 
End it may be as much as 50 per 
cent. And women have “con- 
siderably more effect” in the 
north than in the south. 


Watching all points 


The most obvious difference 
between the approach of the two 
sexes, she wrote, is that whereas 
men are inclined to view shop- 
ping as a chore, women look on 
it as a pleasure and a pastime. 
They are tenacious shoppers 
swift to sense any inadequacy in 
stocks, any offhandedness on the 
part of the salesman. They 
enjoy shopping and react quickly 
to courteous and helpful atten- 
dance, but have a keen eye for 
value. 

Furthermore, in their capa- 
city as chancellors of the 
household budget they take 
more trouble over comparing 
values. 

An important point spotlighted 
in the survey was that women 
are “conditioned” to brand 
names throughout the whole of 
their shopping activity. 

In menswear, where quality is 
so often vitally important, they 
expect the merchandise to live up 
to its claims and will not buy a 
second time anything that falls 
short of its guarantee. 

Once a brand has been ac 
cepted, however. women are 
faithful to it, refusing alternatives 
that may seem equally worthy. 
So much menswear shopping is 
repetitive that a woman finds it 
convenient to ask for something 
by name. Psychologically, hr 


says SCRL TINEER 


gives her confidence to do so in itself acts as a guarantee of 
a field, where despite appear- quality. 

ances, she is not entirely at home. Another point revealed by the 

Long-established brands have survey was that in display, the 

to pass the wife’s stringent tests better the show, the better the 

before they win her confidence, sales. Women are more liable to 

but when they do they account jmpulse buying than men, and a 

for much repeat business. This display that catches their eyes 

is not to say that new mames = wil! persuade them to buy in 
are not noticed. shillings but not, perhaps, in 

One store cited the outstanding pounds. 
success it had had with a certain While it is true that effective 
line of “no-iron” shirts entirely displays of new merchandise, 
because of effective advertising. particularly where the price 
But the effectiveness of brand and quality are clearly marked, 
names depends partly on the ad- create business, an interesting 
vertiser’s success in bringing them point that emerges is that 
to women’s, as well as to men’s, women are seldom attracted by 
notice, and partly on the retailer's the average menswear window 
enterprise in promoting them. displays. 

It is significant that so much And the woman writer warned 
more menswear advertising is the menswear men: “Women 
now being placed in women’s — shoppers are exacting customers 
magazines. and are inclined to be sensitive in 

Small shops depend more on a sphere where both their know- 
brand names than do large ones, ledge and their taste are subject 
where the reputation of the store to the blandishments of the sales- 


HIS display unit for David Moseley was shown for the first time 
at the 8th National Children’s Wear Association Trade 
Specially designed, the company are now making it available to 


Fair. 

retailers. The unit is composed of large, highly coloured wooden 

models of cats and dogs suspended on wires. The model of a mother 

and two children in front of the unit can be split up to suit the 
requirements of individual retailers 
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man on the one hand, and the re 
actions of their menfolk on the 
other. 

“Serving them — successfully 
means sizing up their characters 
on sight and judging how far they 
may be persuaded or forced. The 
number of women shoppers who 
come into a menswear shop 
might well be a test of its effici 
encv or service, its range of 
stocks and its ability both to at- 
tract—and keep—customers.” 

* * * 


A pPosTER, headed “Danger,” 
included as an inset in Confec- 
tionery Shop, was designed to 
help retailers to guard their 
stocks from the three main 
“enemies’’—heat, damp and 
moths and their grubs. An 
article in the same issue told 
of the havoc which .the cocoa 
moth could bring to a shop. It 
was put this way: 

“It begins with a grub. A crea- 
ture about half an inch long and 
as thick as a pencil lead. It eats 
chocolate, nuts and tobacco. It 
is so small that it can wriggle its 
way into almost invisible crevices 
And yet it is tough and deter- 
mined. It can chew a path 
through film bags and foil: there 
are few packages proof against its 
hungry teeth. te 


Quick reproduction 


“In 10 days it is capable of 
laying anything up to 250 eggs 
It lays them in batches of two or 
three at a time. Between times 
it moves on. A single moth can 
infest anything up to 100 pack- 
ages. The statistics are appalling. 
If all 250 eggs should hatch out, 
they could produce 125 female 
moths. Suppose a moth lays eggs 
in March. By the following 
October—three generations later 

the dynasty begun by that 
single insect could be four 
million. 

“In one season a single moth 
could damage an entire sweet- 
shop.” 

It is, therefore, not surprising 
that the journal should advise re 
tailers not to hang the “Danger” 
poster in the shop, but in a place 
where it will jog the memories 
of the staff. 


Disorganised retailers 


Tue Drapers’ Record has taken 
to task “the great number of 
retailers who seem to muddle 
through business in the most hap- 
hazard way.” A recent leading 
article declared that “The number 
operating on a hit-or-miss basis 
is so large that it is really sur- 
prising how many of them ‘hit.’ 
If the country were not enjoying 
full employment it is certain 
there would be many more 
‘misses’ .”” 

“It must be admitted that, in 
general, the stores and chain 
shops are well run. But the busi- 
nesses of hundreds, possibly 
thousands, of small shopkeepers 
are as disorganised as they could 
be. They have no idea what 
percentages of their turnover or 
profit go in wages, rent and rates, 


@ Continued on page 38 
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ADVERTISER'S WEEKLY 


YOU CAN BE SURE OF A 


IF YOU PLAN YOUR 
TRADE ADVERTISING NOW 


THE DRAPERS’ RECORD 
MEN'S WEAR 


PUBLISHED WEEKLY 
THE LEADING TEXTILE TRADE PUBLICATIONS 
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ADVERTISER'S WEEKLY 


“Manufacturers and Packers 


of the many advantages of 
LIQUID PROCESS CONTROL 
with meters made by 


MEASUREMENT Ltd. 


he 


Stratford House 

9 Eden Street, London, N.W.1 
FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARDI 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
| WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


‘All published at 
Stratford House, 


Eden St., London, N.W.1 
Specimen copies on request 
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‘Journal reviews trend in 


pre-packed vegetables 


heating and lighting, and the 
various other expenses which 
every shop incurs. Buying is 
done in a diffident manner. Bad 
stock piles up and eventually is 
sold at below an _ economic 
margin. 

“Many do not know their 
average percentage of profit and 
a like number know little or 
nothing about stockturn. At the 
end of the financial year an 
auditor prepares a balance sheet 
and possibly makes a few com- 
ments, and if the business is 
maintaining its profit. nobody 
worries very much. It is deplor- 
able that such a condition should 
exist in any business, and its con- 
tinuance eventually must lead to 
disaster. It is inefficiency of this 
kind which opens the door for 
able and capable competitors to 
step in.’ 

* x * 

THE DIFFICULTY in marketing 
and distributing pre-packed vege- 
tables and fruit was spotlighted 
by Fruit Trades Journal in an 
article on the progress of a Fen- 
land pre-packaging pioneer. 

The feature, said the journal, 
disposes of the widespread delu- 
sion that demand is invariably 
greater than supply; that dozens 
of new self-service supermarkets 
are clamouring for pre-packs 
which the capacity of packers has 
so far been unable to satisfy. 

The pioneer reported: “We 
feel that during the next five 
years our greatest demand will 
come from counter service—as 
there are not enough super- 
markets open yet. Many super- 
markets sell fewer vegetables 
than a large greengrocer’s shop. 


| The average London supermarket 


only sells an average of 24 tons 
of potatoes a week.” 

In the early days the firm's 
policy was to deliver direct to 
stores in the greater London area, 
or to depéts or collection points 
of chain stores, who then did 
their own distribution. Now, a 
good deal of produce is going 
direct to secondary wholesalers 
and market wholesalers in the 
provinces. 

The price to the retailer is 
fixed, but not the price to the 
consumer. “It is the ambition of 
every pre-packer to do this,” the 
journal commented. “The 
ultimate aim is to have the bags 
printed with the retail price, 
which is now normally reviewed 
once a week.” 

* * * 


I aM told by Rowse Muir Pub- 
lications that 10,000 copies of the 
first issue of Nuclear Power 
were printed, 2,356 subscriptions 
being received before publication. 
Copies have been mailed to tech- 
nical directors and executives 
throughout the world, to atomic 
energy authorities, to industry 

| who are manufacturing nuclear 


plant, and to electricity authori- 
ties. 

The new journal has also been 
put on sale at bookstalls. There 
are synopses of the main articles 
in French, German, Spanish and 
Russian. 

* * * 

IN A comment on an official 
statement by the British Dental 
Association expressing concern at 
the trend of some current tooth- 
paste advertising British Dental 
Journal has stated: “During the 
last half-century a wide variety 
of claims has been made, the 
majority of them not based upon 
acceptable evidence, and some 
obviously foolish. 

“From the point of view of 
the public health the evil of 
false claims lies in the fact 
that a false sense of security 
may be engendered. Parents 
may be led to believe that the 
use of a certain tooth-paste 
containing some new “scienti- 
fic” discovery will, by virtue of 
the new ingredient it contains, 
definitely prevent dental 
disease, irrespective of diet and 
feeding habits. It is well known 
that there is no evidence to 
support this suggestion, and it 
is not likely that manufacturers 
or advertising agents believe 
such claims to be true. 

“In fairness,” concludes the 
journal, “it should be stated that 
there are manufacturers who 
have so far refused to support 
their sales by such methods.” 

The statement was reproduced 
in Chemist and Druggist. 

* * * 


AN INCENTIVE scheme an- 
nounced by a firm of wholesale 
hardware factors in Hardware 
Trade Journal was withdrawn 
with regret two weeks later. 

The firm explained in a page 
advertisement: “This idea was 
conceived by us and financed 
from our own resources, and it 
was our considered opinion that 
it would not only benefit our 
customers and ourselves, but also 
serve as a healthy stimulant to the 
entire hardware trade 

“The scheme is being with- 
drawn because, following its 


announcement, strong representa- | 


tions were made to us by certain 
sections of the trade that the in- 
centive bonus under the scheme 
could be construed as a form of 
extra discount and could create 
harmful disturbance within the 
industry. We strongly refute any 
such suggestion, but as we are 
very conscious of our responsi- 
bilities as a leader of the whole- 
sale hardware trade, we have 
decided to accede to these repre- 
sentations. 

“This does not mean that we 
shall lessen in the slightest degree 
our determination to set an 
entirely new standard of service 
to our customers.” 
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Repeating 


142,655 


142,655 


142,655 
142,655 


These are the A.B.C. Weekly Net 
Sales for the July/December 
period, 1955, further proof of the 
ever-growing popularity of the 
Group in Beds, Herts & Bucks. 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 


131 Fleet Street, E.C.4. FlEet St. 1960 
Head Office LUTON Phone 5050 


Cc. W. GILDER 


HOME COUNTIES 
\EWSPAPERS GROUP 


Advertisement Manager 


Uister’s leading farming publication 
The 


“PARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 
July to Dec. 1955 


wor Scat 28,031 


Belfast Office: 
18 Donegall Square, East. 


London 
69 Fleet Street, E.C.4. 


Tel. Belfast 24397 


Office : 
Tel. FlEet St. 5453 


UNDER 
ONE ROOF 


At 404-5. a complete direct mai 
advertising service is offered. Mult 
graphing, addressing. enclosing and 
mailing i every-day procedure, but 
custom-built lists and research i our 
speciality. We invite you to contact 
us for anything relating to postal 
advertising 


HARPERS PUBLICITY LTD. 
404-5 High Street 
BRENTFORD. Middlesex 
Telephone : Ealing 8318. 
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Plenty of opportunity was provided at the 1955 Cycle and Motor 
Cycle Show for the public to inspect the craftsmanship of Elswick- 
Hopper machines. 


Advertising Case History—90 


‘Craftsmanship’—key word 
in trade press campaign 


FTER the war the Elswick- 

Hopper Cycle and Motor 
Co., Ltd., were confronted with 
a problem similar to that of 
many other British manufac- 
turers : as a medium-sized firm 
they were in competition with 
several large firms who tended 
to dominate the market. 

They had therefore to decide 
on a clear-cut marketing policy, 
and because their cycles had a 
reputation for excellent “finish” 
and overall craftsmanship of a 
kind lacking in many present day 
products, they decided that this 


should be continued. They also 
felt that it was the duty of every 
manufacturer to export the | 
greater part of the output. At 
home it was decided to concen- 
trate distribution in the Midlands 
and the North. 

This, then, was the basic market- | 


interesting advertising problem. 
The cycles are exported to 
countries all over the world. 
Advertising support was essential 
and after research it was decided 
that in the “unsophisticated” 
areas competitions would be the 


@ Continued on page 40 


Showmanship 
is not 


This was one of 
the advertisements 
designed for the 1 oss come tales yA nll emt soya 
trade press and Bhocies | | 
aimed at stressing . 
the craftsmanship 
factor in bicycles 
manufactured by 
Elswick - Hopper 
Cycle and Motor 
Co., Ltd. 


Cr faa ane ee 


ELSWIC K-« HOPPER: 


CYCLES . 


ing strategy—and it presented an | 


TRADE JOURNAL QUIZ—1 


ADVERTISER'S WEEKLY 


Does it vive audited 
circulation figures? 


Tae Paint. O11. & CoLtour JOURNAL is a member of the 
Audit Bureau of Circulation. We joined it because we 


agree with the aims and principles of the Bureau. 
We can give A 


questionnaire showed that two thirds of our readers are 


proof, too, of readership quality. 


technical and commercial executives, and that we have an 
average of four readers for each copy. We match quantity 
with quality. 


PAINT, OIL & COLOUR Journal 


@B 


More information and rate card 
from 83-86, Farringdon Street, 
London, E.C.A. phone: City 4788. 


SYREN ano SHIPPING 
is the Shipping Paper 
if you want to reach 
the leaders in Shipping 

and Shipbuilding 


Read since 1896 by Owners, Naval Architects, 
Marine Superintendents, Shipbuilders and design 


‘2 for a specimen copy and rate card to: 


oe 3 & Shipping Ltd., 26/28 Billiter Street, 
London, E.C.3. Telephone No. Royal 5322 


A rellable medium or HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives In all branches of the 

Metal and its allied industries. 


Manager 3 
William C. TWICE WEEKLY TUESDAYS AND FRIDAYS 


Adderley. 

Published by METAL INFORMATION ae \To 
pms 5 PARR Birkett House, 27 Albemarle Street, London, 
$805 


WRITE FOR SPECIMEN COPY & RATES ) 
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How to sell 


bicycles 


—continued 


basis of the advertising scheme. 

Popular competition areas are 
Central and East Africa, and the 
Africans (to whom a bicycle is a 
badge of social prominence) came 
in crowds to ask for entry forms. 
In fact the replies received from 
one competition, where the com- 
bined circulation of the news- 


papers used was 100,000, totalled 


52,000. 


At home the problem was not | 


so simple. A clear-cut directive 
was, however, helpful: 
the fact of “craftsmanship” in a 
new and interesting fashion and 
connect craftsmanship with the 
Elswick and Hopper organisation. 

In this way a campaign began 
that had as its key phrase “The 
minute that matters.” 


The crucial moment 


“The minute that matters .. . 
when it’s great to be a cyclist.” 
“The minute that matters . 
when your customer decided to 
buy” were two of the headlines. 
Such advertising, supported by 
cycles well displayed at the point 
of sale, gave the campaign an 
effective start. 

Then came the opportunity of 
the 1955 Cycle and Motor Cycle 
Show. 

The plans board of Auger & 
Turner Ltd., in consultation with 
the executives of Elswick and 


Hopper, decided that the advertis- | 


ing should highlight “craftsman- 
ship” in a new and exciting way 
to the cycling public. To prove 
the point about craftsmanship 
the firm would then introduce 
their revolutionary new cycles. 

After considering the cycling 
press and noting the two 
approaches that dominated the 
field: 

@ Testimonial 

@ Straight presentation of cycle 

and specification 

the group decided to use brief 
straight-to-the-point copy, illus- 
trated by warm, amusing draw- 
ings. 


Craftsmanship emphasis * 


For the advertisement headed 
“Advertising is not enough” a 
picture of a horn blowing, drum 
beating bull was presented and 
the copy read: 

“Advertising alone will not 
sell a bicycle. The thing that 
does sell bicycles is craftsman- 
ship. Elswick-Hopper believe 
in rg that is why 
every Elswick & Hopper cycle 
is treated as an_ individual 
engineering operation. Our 
renowned craftsmanship is your 
guarantee of satisfaction.” 

In addition to this forceful 
approach to cycle advertising. 
an excellent press has _ been 
obtained for public relations 
events, 


present | 


LEGAL 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising 
solicitors. 


= 
21.RED LION ST.. WC1. CHA. 6855 


BOOT AND SHOE TRADE 


The Shoe and Leather 
Record 


Founded 1886 


The Pioneer and 


Progressive Paper 


o 
GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 


Tel. TEM 5524/6 


SPENCER HOUSE, SOUTHP PLACE, E.C.2. 
H 0666 


Telephone : 


ep 
Telegrams : ALSHUNUZE! LON DON 


CIVIL ENGINEERING 


CONTRACTING 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 


Read by 
the Contracting and 
meee os Industry 


every Municipal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591 /2;3 
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WILK INDUSTRY 


DAIRYING 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 


The Most Influential 
Journal in British Dairying 


The Milk Industry, 
37, Queen's Gate, London, S.W.7 
Western 9816 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 


| BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 034! S.W.1 


MEAT TRADE | 


Meat Trades’ Journal 


Weekly net sales exceed 


33,000 


For 66 years the official 
organ of the meat trade 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


FOOD MANUFACTURING 


24 YEARS 
OF PUBLICATION 


RADE REVIEW. LTD. 


7 
FOOD n sTREET, LONDON wed 


7. GARnic 


EVERY 
CHOCOLATE & SUGAR 
CONFECTIONERY 
MANUFACTURER 
MUST READ THE 


ALLIANCE 


Of the Cocoa, Chocolate & 
Confectionery Alliance 


Published every month 


Advertising Contractors 


W. P. GRIFFITH & SONS LTD 
154 CLERKENWELL RD., E.C.1 
TERminus 7363 


PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


ENGLISH ILLUSTRATED 


he international English 

supadbhe linking foreign peoples 
with everyday life in English- 
speaking countries. 

The key to foreign business through 
world interest in the English language 
P.O. Box 113, 60 Market Street, 

Watford, Herts. 


PAINT AND PRINTING 


INK TRADES 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 


Monthly publication with 

world wide coverage, having 

a leading position in technical 
literature. 


Memorial Hall, Farringdon 
treet, E.C, 
CENtral 2120 


TIMBER TRADE 


‘WOODWORKING 
INDUSTRY 


The technical journal of 
the timber-using trades 
MERCURY HOUSE 


109 tig Sg Rd., London S.E.!., 
Tel. WATerioo 3388 


| es = June 8, 1956 
A TS hi 

—_ Eee, TRADE ANI 
ee r 

. dite T 

‘ eam po 

| — a: 7 

~ TT t™—SC™COCOCOCO 

; Britains 

NG ot {s 

pct Gaevle 4 qu [ is 

aa | = 

— c) i 

| — 

— — 


June 8, 1956 


HEALTH, HYGIENE AND 
SANITATION 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C4. 
FLEET STREET 5574'S 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 


ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn ¢502. 


The 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 12,925 ABC 
(Period July-Dec 1955) 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 
90 Buckingham Palace Road, $.W.! 
SLOANE 5134 


NO WASTE CIRCULATION 


The officers responsible for recom- 
mendation and purchase of all equip- 
ment used in street cleansing, refuse 
collection and disposal. etc. read 
PUBLIC Sy AND 
VA 


Lt E 
70 VICTORIA STREET, S.W.! 
Tel.: VICTORIA 9132/3 


CLAY PRODUCTS AND BRICK MAKING 


Puablications 


PAPER TRADE 


THE PAPER 
MARKET 


Monthly journal 
for the paper buyer, 
merchant stockist 
and printer. 


®3 TUDOR ST. LONDON,E.C4 


EDUCATION 


GAS JOURNAL 


FOUNDED 1849 
The leading weekly newspaper 
for the Gas Industry. 
11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trades. 
MERCURY HOUSE 


109/119 Waterloo Rd., London, S.E.1. 
Tel WATerioo 3388 


The Official Organ of the 


Published every Friday 
AUTNNOU TON LA SOTA, 


Officials of Local Educa- 
‘tion Authorities, School 
|Governors and Managers, 
‘and others engaged in 
| national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


| Association of Education Committees | 


Read by Members and! 


EDUCATION 


OVERSEAS MEDIA 


EW SPAPERS 
PERIODICALS 


Pass your Overseas Space Buying 
problems to 


PUBLISHING & DISTRIBUTING 
CO. LTD., International Press Rep- 
resentatives. 177 REGENT ST., W.!. 
Tel.: REG 6534-5. (Note new address) 


THE BRITISH CLAYWORKER 

Leading world technical Journal for 

Brick, Tile and Sanitary Ware 
Industries. 


Overseas Sales equa! 33°, of total 
circulation. 


CLAY & BRICK PUBLICATIONS LTD. 
23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


GAS SERVICE 
AND DOMESTIC COKE 


The only monthly designed exclusively 
for the Sales and Service side of the 
Gas Industry. 


11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


» PAINTING AND 
DECORATING TRADE 


PAINTING & 
DECORATING 


Formerly The journal of Decorative 
Art & British Decorator. Est. 188!. 


The Leading journal for ol! associoted 
with the Painting ond Decorating Trade 


CROMFORD HOUSE - MANCHESTER 4 


ADVERTISER'S WEEKLY 


Moving in the 
right society 


Echoing the theme and reproduc- 
ing one of the _ illustrations 
appearing in the _ intensive 
national press campaign, “Bear 
Brand for your grand occasion,” 
Howard Ford & Co., Ltd., have 
made this display unit available 
to their stockists. ‘Elegance’ 
and “good taste” are the key- 
notes to the campaign and the 
group shown on the unit includes 


a military man and a flunkey. 


PROPERTY 


MUNICIPAL WORKS AND 
LOCAL GOVERNMENT 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches all members oj the 
Institute of Works and High- 
way Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


aoa 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 
The influential journal for all 
advertisers who sell to 
Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
ADVERTISEMENT 
MANAGER, 

42 Russell Squae, WC1 
Telephone : Lang! am 8197 


ESTATES GAZETTE 


Now in the 99th year of publication 


The most influential Journal 
connected with property. 
land, and allied interests 


NATIONAL COVERAGE 


amongst 
and Surveyors, Estate 
ent Property Companies and 
Owners. Builders, Municipal Autho- 
rites uild. ng Societies, Land 
Agents, etc 


Published Weekly 
THE ESTATES GAZETTE, LTO., 
47. Museum Str: 


treet, 
London, W.C.1. 
HOLborn 4551/2 and 9768 


LUBRICATION 


wlecentif Le 
Ligachion 


THE ONLY Independent Journal 
devoted to LUBRICATION 


—— 


Read by Works Engineers, [7 
Machine Designers, Oil a 
Company Executives, etc., i 
ALL OVER THE WORLD § 


SCIENTIFIC PUBLICATIONS | 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 
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\ = with D.V.T. advertising caps-in great demand 


, ; wherever the sun shines 


Established advertising media that 
are actually sought for by the crowds 
—particularly in the hotter climates. 
Attractively designed and extremely 


well finished, these popular and eye- 


catching sun-caps get your name 
over to the vast crowds gathered at 
every major outdoor meeting. 
D.V.T. Caps are made up in 

any combination 
of colours, and the 
advertising mess- 
age can be printed 


on any part of 


the cap. Please 
send for fuller 
details and — 


samples. 


QQ WWW 
ae, 


For your motorist customer all our caps can be 
supplied with sun visor peaks. 


Dearne Valley 
TOYS LEO. ascens worts 


Queens Road, Barnsley, Yorkshire. 
Tel: {Barnsley 4242. 
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In a marketing situation that is 


becoming more and more difficult these are 


Selling aids that yield a 
fund of goodwill 


SELLING is getting tougher. 


The “Credit Squeeze” actually 


exists and everyone will become more aware of it as the 


months go by. 


It follows that anything that eases the path of sales 
very limited extent—is to be operated for all it is worth. 


even to a 
The field 


of advertising gifts and novelties is, therefore, becoming of even 
greater significance to all who have anything to sell. 


And what a range there is to 
choose from! 

Something of the scope can be 
indicated in this survey. 

Ideal for presentation pur- 
poses——-both because they are in 
themselves attractive and because 
they can carry an effective adver- 


The “Permapad” holds paper for 

1,000 individual memos which 

are fed from the left to be pulled 

out at the right. Refills are 
easily obtained. 


tising message—are glass objects 
for the desk or table. In this 
connection, Chance Brothers can 
present a wide range of objects 
in “Swirl” glass, all of which are 
attractively gift-packed. The 
range is such that it is easy for 
the recipient to build up a 
matching collection. 


Among the many decorative 
sets in this design (which is on 
clear, gilt-edged glass) is one for 
serving fruit, and another for 
cocktails, with a tray, six “tot” 
glasses, and three canape dishes. 
Any hostess would welcome the 
useful sandwich set or a five- 
piece hors d'oeuvres set with un- 
usual square dishes. 


Individual pieces include a 
fruit plate with a scalloped edge, 
sandwich trays in two sizes, and 
small rectangular sweet dishes. 
All these, except the cocktail set, 
are also available in the same de- 
sign on ruby or blue glass. 

The novel bowls, shaped like 
handkerchiefs which have been 
drawn up at the edges, are new 
to the Chance range of glass- 
ware. Based on an Italian design, 
these vases are made of opal 
glass and are called ‘free form,’ 
no two being exactly alike. In 
red, yellow or black, with a 
white interior surface, they are in 
two sizes. 


Publicity gifts bearing the 
“Reedoh” brand come from 
Richard Hochfeld (London) Ltd., 
in ever-larger numbers as the 
months and years go by—and 
one of the most striking of their 
latest is the “Zebra Motor Pack.” 

In the form of a wallet with 
two main (and two smaller) 

compartments, this contains a 

dual purpose sponge, a 

chamois leather, a pocket (pen- 

type) torch, first aid patches, 

a hand cleansing cloth, and a 

duster. 


This firm also offers as a 
special item, a set consisting of a 
demi folio desk blotter, a fools 
cap size desk tidy holding letters 
and papers and a desk note pad 
covered in PVC. The whole set 
can also be supplied over a num 
ber of years, adding cach year 
one other article. The intention 
is to add further articles for the 
desk to this line. 


One of the most enterprising 
advertisers in the field of adver- 
tising gifts and novelties, 
Advertising Novelties Ltd., can 
always present a wide ranging 
selection at their London show- 
rooms. This year’s assortment 
contains items that are bound to 
appeal to all classes in industry 
and commerce that are seeking 
“something fresh” for distribution 
in this country and overseas—and 
as is becoming gradually recog- 
nised, there is even good business 
to be done in this field across the 
Atlantic. 

The Advertising Novelties 
organisation offer articles in 

@ Continued on page 44 


A_new line of cocktail mats has been introduced by the Tresises Drip 
Mat Company who also offer golf tees and wallets, etc., all able to 
carry an effective advertising message. 
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| ADVERTISING GIFTS AND NOVELTIES 


, Inexpensive articles that 
A wide carry powerful messages 


" range of 
GIFTS — 


ALL DIFFERENT : 


THE ‘ GOODWILL’ ADVERTISING BOOKLETS 
SOAP LEAVES DEMISTER LEAVES 


Fro Ch 
PICNIC POCHETTES a tee ide tot 2 
FIRST AID UNITS IODINE MATCHES range of “Swirl” 
: LADDERSTOP PENCILS _LEAVES_FOR_ REVIVING Bg 
4 THE MOTH MATCH BOWL FLOWERS tion by advertisers 
STYPTIC MATCHE TELEPHONE CALL-BOX can be so arranged 
5 DISINFECTING TISSUES ee 
4 PERFUME LEAVES AND AIR SWEET TISSUES of peat pS te ns 
: MATCHES etc., etc., etc. | can aeugeive @ very 
4 attractive matching 
collection. 
" The Greatest Publicity Novelty | 
, | 
r of the year tetas Our patented | ultra-modern designs in leather, Key chain knives are among 


plastic, wood, paper, metal, tex- the most recent developments 


‘3 


MILK BOTTLE OPENER 


As essential in the house as 


Let us have your ideas or use ours 
and we will make you anything 
in Board, Wood, Metal or Plastic 


SUDDERICK « CO. LTD. 


Established 1928 


25-27, SEFTON ROAD, WALTON, LIVERPOOL 9. 
Telephone 


—— i 


- AlNtree 1357. 


tiles, glass, etc., and suitable for 
desk, pocket, waiting room, the 
home, car and picnics. And they 
can all be allied to inscription 
techniques that will satisfy the 
most critical. Some exclusive 
novelties will make instant 


kind of embossing, printing and 


engraving, stamping and cut-outs 


. in short, they can do all that 
can be done on plastic materials. 


Among the _ wide 
range of articles 
offered by Con- 
rad’s Fine Art 
Publishing Com- 
pany are high 
quality diaries and 
telephone message 
pads. 


in the line produced by Stephen 
son and Wilson of Sheffield. As 
the firm points out, the knives 
have a multiplicity of uses which 
ensures that such a gift is “con 
stantly to hand, maintaining 
silent, but effective, contact for 


“4 a tin opener, a carving knife, | appeal. With R. Sculthorp & _ the advertiser.” 
. ‘ Co., Ltd., they share the rights of The knives can be embossed 
5, a pastry board. the now famous “Dream Girl” or engraved with an advertising 
“i calendar, and as they have truly message. A pearl type can be 

observed, “the 1957 version is as | embossed in colour. 
A RECENT glamorous as ever.” ;' + el — firm—-Mac 
r aurin an o.—issue a very 
> pas mont Highly acceptable sizable catalogue of advertising 
useful article of From several firms come scales, gifts which extend all the way 
Kitchen Equipment rulers, calculators of any kind from propelling pencils to first 
which no Housewife and made to any special require- aid kits. 

should be without.’’ ment, as well as celluloid pocket Novelty caps can be powerful 
‘ calendars of wide ranging de- advertisements at fetes, dances 
x signs. All these articles are very and advertising conferences—and 
: cheap, but the “acceptability Dearne Valley Toys, Ltd. have 
value” is high and a lot of good- specialised in this field. Quite 
SOLD with Advertiser's name on THE So | will can be generated by their apart from their advertising 
a RIM or in a dainty Publicity cover. ¥ Unhygienic | distribution. “message-bearing” value, these 
be | These firms can handle any light-weight items of headgear 


can give sun protection in hot 
climates. 
While on the subject of pro- 
@ Continued on page 46 
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R.SCULTHORP anv company LIMITED 


" “4 me § 
’ th Pe : MEMOMATIC 
tod 3 _ BATOPAD O&SK 
ae Keb, Ss —_SLOTTER : > 


THE FIRM WITH A G/ff FOR ADVERTISING 
(Dept. G.12) BLACKFRIARS HOUSE - NEW BRIDGE STREET - LONDON, E.C.4 | 


THEY’LL NEVER FORGET ereecrive/ | “ 
Hovelties 


and theyll never forget YOU! FOR ALL THE YEAR ROUND 


LL —— 
has 


. ar > Goodwill 


cc DERMAPAD) 


\ THEM A. TRADE MARK 


. . . the most practical mzmory prompter 
and note pad yet produced. 
Makes it impossible 
to forget anything 
. including the 
name of the giver. 
* Make a note ; deal : : or engraved with an 
with it; rip it off. ’ 7 advertising message and 
* Current memos at a ’ Ss 
glance. No scraps of paper; \ 
no crossings out. ' Distributed through all 
2 * Brief notes don’t waste a an ete 
whole sheet of paper; they who may be consulted 
go on a strip that is just the . for 
right size. 
*% Sensible size, plastic base, 
7}” wide, 94” deep; attractive finish. 
Supplied in Standard, or De Luxe 
leather covered, models. 
* An ideal gift idea . . . especially 
with your company name engraved on y “4 
the base or gold embossed on the y : r \ 


Onder Now! leather cover. 
» offi ; nd 
department stores. Full ah aisheaen.. phy aon n sane wmwrtheral STEPHENSON & WILSON 


from your usual supplier of advertising gifts or direct from the manufacturers : LOUVIC WORKS, GARDEN STREET, SHEFFIELD, |. 


FONADEK (BRANSON) LTD., VIVIAN ROAD, BIRMINGHAM, 17. HARBorne 2267/8 SPEC/AL/STS in PENKNIVES for GOODWILL ADVERTISING 
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Items for the desk that 
sell the product hard 


Advertising —mes- 


sages that can uly 


hardly fail to be - 
noticed may bé 


printed upon the ~ He 


pages of the now 
famous “Dream 
Girl” calendars the 
rights of which are 
shared between 
Advertising Novel- 
ties Ltd., and 
R. Sculthorp & 
Co., Ltd 


tection it is relevant to mention 
a new “safety ashtray” brought 
out by the Dowden and Dowden 
Company. According to the 
inventor, when a cigarette is 
placed on the tray it slow-burns 
hardly ;'« of an inch in two or 
three minutes and then goes out. 
The sides of this article are suit- 
able for advertisements 

This year’s pin-up calendar, 
issued by Conrad’s Fine Art 
Publishing Company, is printed 
on four pages, which enables 
them to overprint economically 
on every page—and as the firm 
states: “We found that only 
overprinting on every page makes 
it the satisfactory advertising 
medium.” 


Attractively covered 


The “Conraflex” diary, which 
they offer, is a pocket item which 
meets the requirements of most 
advertisers. The inside is in the 
well-known Conrad Press style, 
printed in grey ink in a modern 
type face. The cover is high 
frequency, welded in attractive 
colours and grains of PVC 
plastic, which makes it fully 
flexible, durable and unscratch- 
able. The PVC used is pleasant 
to the touch, and despite its ad- 
vantages the diary is less expen- 
sive than many with less 


= 
cc 
“ 
o 


waazees 
etsesce 


“luxurious” bindings. The same 
welded covers are supplied on 
the same firm’s “Notemaster” pad 
—a  daily-tear-off article on 
which the day's date is always 
visible. 

In addition, Conrad’s are now 
supplying a telephone message 
pad on a similar plastic base, 
which can be blocked with an 
advertisement. 

A perpetual calendar offered by 
R. Sculthorp & Co., Ltd., operates 
upon a completely new principle 
which is virtually impossible to 
describe, but it certainly adds up 
to a neat and effective piece of 
work. The same firm put out the 
“Film Star” calendar—and so 
many advertisers take them in 
that it is one of their fastest 
moving items. 

Away from the calendar field, 
the R. Sculthorp people have four 
other advertising gifts and novel- 
ties among their range of more 
than 500, about which special 
mention can be more than justi- 
fied. Firstly, there is the Memo- 
matic Paper Dispenser which is 
obtainable in various colours and 
has a very startling feature in 
that after the pencil or pen has 
been taken from the holder, a 
sheet of paper is automatically 
ejected for immediate use. The 

@ Continued on page 47 


The claim of the inventor of this new type of ashtray, handled by 
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on it it slow-burns and then completely goes out. The sides of this 
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paper can be printed with the 
cljent’s trade-mark or monogram 
and advertising matter can also 
be gold blocked on the cover. 

Then there is a buffalo hide 
wallet of very smart appearance 
and high quality. Thirdly, there 
is the “Magnatex”—a pocket or 
table lighter comprising a small 
torch light together with a battery 
operated flame. Every smoker 
would prize one of these and very 
favourably remember the firm 
from whence it came. Finally, 
there is the large “Elite” china 
ashtray which is available in six 
colours...Together with the trans- 
fer of any required name the price 
is surprisingly modest having 
regard to the general trend of 
things. 

The new memory prompter 
and note pad, the “Permapad,” 
is a commercial gift of high 
value. The firm’s name or slogan 
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can easily be embossed or en- 
graved on it and it is likely to be 
constantly in use on the recipi- 
ent’s desk for as long as he ever 
needs to make a note. Immensely 
practical, it will not let him for- 
get date, memo—or the name of 
the advertiser—for the rest of his 
life. 

There is nothing flimsy or in- 
significant about this article. It 
has a plastic base with covering 
frames in attractive colour finish 
or in genuine morocco or pig 
skin. Paper for 1,000 individual 
memos is fed on from the left of 
the pad, and as each note receives 
attention it can be pulled out at 
the right side and ripped off. Re- 
fills are readily available. 

The “Permapad” comes from 
the Fonadek (Branson) Ltd. or- 
ganisation—which makes _ the 


This travelling 
companion set is 
to be found within 
the wide range of 
advertising gifts 
and novelties 
offered by R. Scul 
thorp & Co., Ltd. 


of the 


“Fonadek” telephone amplifier 
and the new portable electronic 
two-way intercom “Kefadon.” 

A greatly enlarged range of the 
famous “System” desk diaries is 
now held by Shaw's Efficiency 
Devices (The City Ltd.). As the 
firm points out: 

“With your name and 
business announcement over- 
printed in colour on each daily 
sheet, the ‘System’ desk diaries 
keep your name or services 
prominently displayed before 
the notice of your customers 
every hour of every working 
day throughout the entire year. 
They are more frequently 
referred to than any other 
item of desk equipment and so 
constitute the most effective 
form of continuous publicity 
available today 

“There is no waste circula- 
tion whatsoever! You pick 
your own customers or pros- 
pects to whom you distribute 
these diaries, thus ensuring that 
they reach only those execu- 
tives or firms whose business 
you wish to retain or extend. 
No other form of publicity is 
so direct, yielding so large a 
return at such low cost.” 
These people also offer the 

“His Excellency” type of tele- 
phone index described as “ : 
the most luxurious and technic- 
ally advanced telephone index of 
its kind. A gentle touch on the 
key of the initial required will 
automatically release the lid at 


B Ariel adverris, 
B SIVE You This 


because 
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Key chain knives, which have a 

multiplicity of uses, are now 

offered by Stephenson and Wilson 
of Sheffield. 


the correct card.” 

Advertising novelties for mass 
distribution can be obtained from 
Convex Ltd., and these can be 

@ Continued on page 48 
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A thousand facts at the touch of 
your finger-tip ! This new silent 
secretary, with single action auto- 
mechanism will be available soon 
from all wholesalers. Ideal for 
phone numbers, stock records, 
sales index, etc. Top seller in 
United States ! 
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The long list of items offered by 


Richard Hochfeld (London) Ltd 


includes this aid to motoring—composed of cleaning kit, torch, first 


aid patches, etc. 


very useful—not only to the re- 
cipient, but also very cheap for 
the advertiser who sends them 
out. This firm’s specialities are 
fluorescent rulers, a combined 
shoehorn-bookmark ruler, and a 
key-fob in the shape of a bottle 

which can also be utilised 
as a pencil-holder. 

Offhand, one would not con- 
sider a ruler to be an over- 
effective advertising medium. 
The attitude changes, however, 
when one has been given such 


a thing day in, day 
out, anyone connected with 
journalism, engineering, the 


graphic arts, and so on, can- 
not fail to note the imprinted 


name, take in the message 
ee and later on, maybe, 
buy the product or use the 


service. 

help. 

The Carter Advertising Supply 
Company, located in Glasgow. 
need a sizable catalogue and 
several leaflets to convey an idea 
of the great number of advertis- 
ing gifts and novelties they can 
place before a _ potential cus- 
tomer. The articles involved in- 
clude propelling pencils, pocket 
and desk lighters, key cases, desk 
blotters, steel tapes, cigarette 
boxes, personal gifts such as shoe 
brush sets and stud boxes. 


At all events, it must 


Specialists in booklets 
The firm of Sudderick & 
Co., Ltd., produced the first of 
their gift lines in 1928 and today 
they can offer advertisers with a 
series ranging between 40 to 50 
types of advertising booklets 


matches, soap leaves,  styptic 
matches, glue matches (for 
mending oddments), mosquito 


bite matches . . . and so on. 
These people always try to be 
topical. For example, rather less 
than three months ago there was 
a radio feature in which a panel 
of experts, which included doc- 
tors, gave their views on the 
always present danger of infec- 
tion from the mouthpieces of 
public telephones. 
“Within a week,” writes an 


It all packs up very neatly. 


official Suddericks, 


of “we 
had on the market a booklet 
of disinfecting leaves, from 


which a caller could extract a 
leaf and wipe the mouthpiece 


before using the phone. It is 
true that the Post Office 
periodically disinfect these 


phones, but the lapse of time 


in between each attention he 
comes the danger period.” 
The Sudderick lines go all 


over the world and an important 
feature of the service is that 
from the machine shop they can 
supply exclusive novelties to any 
national advertiser wishing to 
have an advertising unit made. 

Booklet items apart, an out- 
standing advertising article made 
by them is a plastic milk bottle 
opener. 

They often suggest and manu- 
facture improvements on existing 


articles. For example, when a 
paper towel was produced for 
washing purposes “We went one 


@ Continued on page 49 
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Balloons—most effective 
at point of sale 


better,” the official has stated, 
“and included with the towel a 
leaf of soap, to make the toilet 
Operation complete.” 

The more air one puts into a 
balloon the better the advertise- 
ment . .. which rather reverses 
the usual run of things. At all 
events, balloons of every con- 
ceivable type, shape and form 
are available for advertisers from 
Young and Fogg Rubber Co. 
Lid 

The company specially recom- 
mend this method of advertising 
which “makes such sound re- 
turns for a small outlay” for the 
promotion of “food and house- 
hold lines.” 

Products of all kinds from milk 
to motor-cars have been adver- 
tised on Ariel advertising bal 
loons, manufactured by Lewis 
Knight & Co. As the company 
has pointed out, children love to 
be given balloons, and in that 
way a lot of goodwill can be 
generated at the point of sale. 

It is the claim of Anglo Fancy 
Products Ltd., that they have a 
fully comprehensive range of 
advertising and goodwill gifts in- 
cluding items costing from 2d. to 
over £10. Among the enormous 
range is a beautiful, real pigskin 
bound desk blotter, which is not 
tied to a calendar and so will not 
lose its value if refills are not 
given. There is an erasable pad 
for calculations and temporary 
notes, in addition to a_ small 
permanent note pad which can be 
replaced by any small paper 
block. This is an ideal gift for 
an executive 

Disappearing sleeve 

Then there is the novelty pencil 
which has a sleeve in the top half 
on which can be printed designs 
or illustrations of articles. When 
the pencil is turned upside down 
the sleeve disappears, revealing, 
say, the name and _ telephone 
number of the makers, or local 
agents of the product advertised 
on the outer sleeve. Some of 
them reveal an artist’s model. It 
is easy to see how large manu- 
facturers can share the adver- 
tising value and costs of this real 
novelty with their distributors. 

All too often the lady buyer 


NOVELTY PENCIL 


a | 


A display of the sliding sleeve 
pencils offered by Anglo Fancy 
Products Ltd. 


is left out of the picture, and for 
this reason Anglo Fancy Pro- 
ducts Ltd. have come out with a 
very attractive pack of hand- 
kerchiefs combined with lipstick 
handkerchiefs in 
designs. 

Then there is the “Calen- 
diary” desk diary for the office, 
so designed that the date is 
visible even when the diary is 
closed. This has a good-sized 
page to a day, and was so 
popular last year (the first of its 
publication) that Anglo Fancy 
Products Ltd. are now binding it 
in many finishes. 


The Morane Plastic Co. Ltd. | 


have developed a new method of 
displaying and packaging novel- 
ties and gifts. Covering the 
items with a plastic skin is the 
secret, and both dirt and moisture 
are kept at bay. 

A very attractive article which 
Gould & Portmans Ltd. can pro- 
vide is the Selcol “Press Index.” 
This will select any recorded 
entry at the touch of a finger tip. 
There is nothing to pre-set, and 
the single-action mechanism does 
the job in a flash. This “silent 
secretary” is light in weight yet 
robust in construction, and is 
made from toughened plastic. 
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Illustrated CATALOGUES 
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CHARTERHOUSE SQUARE, 
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‘hones: CLErkenwell 7110 & 2191 


WE ARE ACTUAL MANUFACTURERS OF :— 


@ Perspex advertising rules. @ Paper knives. 


clear and Fluorescent @ Desk pon ten. 
Plastic calendars. 
Desk writing pads. 


Blotting pads. 


@ Advertising paper weights. 
@ Ashtrays in plastic and metal. 


@ Novelty key ring holders and other 
pocket advertising novelties. 
Visit our showroom and see our full selection. 


DasticAds Ld 


INVICTA WORKS, 332c, GOSWELL ROAD, LONDON, E.C.1. 
Telephone: Terminus 0679 (3 lines). 


ee Pe 
| a — | 

wit - 

'S MO 

Pe <> 5 ow 
“> > 
, NY) ww He ” . 
on? 
| RS 

os , 18-21 
| sr pe ; 
| ee 
| pe | 
i a : = process PRINTERS : 


ADVERTISER'S WEEKLY 50 — 
AD _MAN?’S | COMMERCIAL ARTISTS 2 | SS 


BOOKSHELF 


B COMMERCIAL AND Ss GEV i ce Ss s & 


im COLOUR PHOTOGRAPHERS 38S 
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ad copy rr 


DESPATCHING 
TUDORART AGENCY LTD. | cp owcarps? 


representing 
that sells FREE LANCE ARTISTS We pack and despatch 
| FURNIVAL STREET, LONDON, E.C.4 Showcards—Displays, etc. 
HOLborn 884! Any Shape, Size or Quan- 
_ tity at the most reasonable 


es Mo practising copy- 
writers are understand- a i 
ably suspicious of anything 
that smacks of formulas... . 
Yet there are certain principles a 
fundamental enough to work - 
in a variety of situations. The 
aim in this book* is to offer 
some basis for sizing up each 
selling situation and creating 
copy that is likely to work in 
that situation.” 
Those extracts from the preface 
to this book prompt the ques- | 
tion—how far has the author | 
succeeded in his professed aim? 
In the first place, his thorough- 
ness is impressive. Many authors 
would have been content to rely 
on published sources, or the 
views of a few cognoscenti, to 
answer such questions as, “What 
sort of person is the copywriter? 
What does he do? How does he 
feel about his work?” 


Not so Dr. Dunn. He is con- 


cost and with the utmost 
ADVERTISING SERVICES speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.1 
CAN 246! 


PHOTOGRAPHERS 
H. VERNON CLOW 
ADVERTISING & INDUSTRIAL 
PHOTOGRAPHER. 
COPYING & PRINTING. 


COBB & CLOW LTD., 
23, North End Parade, London, W.14. 
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leading the way 


tent with no less than the direct NEW “POINT OF SALE SCOTTISH STUDIOS 
responses of 255 practising ADVERTISING AnD cir a 
copywriters to a lengthy ques- ‘ CITY 6961-3 
tionnaire, in which these and | MATERIAL ? ; : ° 
many other questions are | VERY RARE ; ’ 
answered. Why not get in touch with 
Lucid exposition * photographic ° 
| RETIGRAPH LIMITED, BLOCKS & DIES 
Ri gy oo is typical of | RE T OUCHING 106, Wardour Street, W.1. 
the boo eveloping the foun- | ‘ oo 
dations for writing good ronson na gh enperenee VEL: GERvard 1622/3/4. ______.__E x __ 
the author is lucid in his exposi- | essential to gued advertising Brass blocks or Foil blocking on 


tion of the communication of Phone: CHAncery 3902 card or plastics. Bronze cutters 
ideas and the differences which for cut-outs. Cutter crush dies for 


° > : lhowcards, etc. Steel dies for metal. 
exist in this respect between ’ 
printed and auditory media. His SMH POINT OF SALE i Gamauwel, Gnu, 8c 
pages are adorned with practical ADVERTISING CLE 6474 Est. over 40 years 
examples which convincingly 

2 Doughty Street, W.C.! LTD 


illustrate his points. Each chap- 


ter concludes with a useful sum PRINTING TRADE 
mary and = suggested reading. ‘ Specialists in the production 


Truly, some of his observations. and placing of advertising 
COMPLETE STUDIO SERVICE 


inevitable perhaps when ranging material for all uses, including: G If // é> S 
Window Pelmets 


over an immensely wide field, are 
trite. Nevertheless, whether he aaa 


is considering copy objectives, — 

headlines and slogans, consume: Self Adh si FIRST-CLASS 
motivation, or the marketing aaa, PRINTING, AT THE 
aspects of the advertising plant, Displ ong KEENEST PRICES 
Dr. Dunn is always interesting ~ vag 


Posters 


Bus Streamers & Targets enrrens 


New London Office : POL OE Rey 
13 Duke Street, London, W.1. 
WELbeck 1258 


Portfolios of Samples are avail- 


and generally wise. 


_ What he has to say about writ- 

ing television commercials has a | 

particularly topical interest. His 
@ Continued on page 5! 
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R BOOKSHELF ~ continued 
emember chapter on the problems of lay- 


out and visualisation are also 
pertinent. As he rightly says: 


EXHIBITIONS & DISPLAYS EXHIBITIONS & DSPAYS, WR EXHIBITIONS & DISPLAYS rare sworn in 


handicapped unless he knows 
£¢O WHITE HART STUDIOS a few of the basics of advertis- 
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apvenTames a PLAY One sympathises with his pro- 
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AD MAN’S 
BOOKSHELF 


How people 
buy for 
the home 


E have travelled a long 

way from the concept of 
the “economic man” and while 
economic science may be des- 
cribed as the study of human 
behaviour arising out of the 
sometimes very grim struggle 
to make ends meet it has been 
realised for a long time that 
man’s actions in the sphere of 
personal consumption and 
expenditure are — influenced 
apart from utility. 

They are also influenced by, 
for example, questions of habit. 
of social surroundings, of adver- 
tising, and often by irrational 
and illogical actions which may 
result in buying on impulse alone. 
To some extent his decisions are 
free, but except for the very few, 
they must take place within the 
limits imposed by the level of his 
income and for all, within the 
limits imposed by the supply of 
goods and the overall economic 
situation. 


Consumer decisions 


This is a study of consumption 
behaviour*, and the importance 
of this area of study can be illus- 
trated by the fact that the sum 
total of consumers’ decisions (as 
reflected in their buying as a com- 
munity) has received attention in 
this country on more than one 
occasion during the past 12 
months from the Chancellor of 
the Exchequer. 


As recently as his Budget 


speech, he deplored the fact 
that in forecasting economic 
prospects there are too many 
unknowns and too many vari- 


ables. And any step which 
helps to reduce the number of 
unknowns is to be welcomed. 


The book’ describes and 
analyses the making of decisions 
in households within the frame 
work imposed by general econo- 
mic conditions and although a 
text-book, it should be of interest 
to everybody concerned with 
market research. 

However, while the authors ex 
pressly state that they have 
assumed that student users have 
a knowledge of the principles of 

@ Continued on page 53 


*The Economics of Consumption 
Economics of Decision Making in the 
Household, by W Cochrane and 

S. Bell, published by McGraw-Hill 
Price $6.45 
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SILK SCREEN SERVICES 


H. J. Ryman Ltd., long es- 
tablished in the West End 
as Stationers & Printers, 
now operate a quality 
Silk Screen department, 
specialising in high class 
showcards and window 
display material. Estim- 
ates are submitted 
promptly. Phone Museum 
8773 or write to (Silk 
Screen Dept.), 6, Great 
Portland Streét, W.|. 


Zi 
HYPNOCOLOR 


SILK SCREEN SERVICES SILK SCREEN SERVICES 


P.V.C. 


THOMAS RYAN (sinters) LTD. 
133a Peckham Hill St. S.E.15 


NEW CROSS 3168 
STICKERS 


BANNERS AND 
GENERAL SCREEN WORK 


EXCELLENT SERVICE 


NEW CROSS 3168 


Rinited 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 


LONDON, E.C.4 
(Adjoining Or, Joh "s Heuse) 
Telephone: CITY 2787 


SILK SCREEN 


Ano | 
LETTERPRESS 


la powerful combination for | 
". or short runs of colou- 
printing. Any Materia! 


l | OBELISK PRENSA SIGNS LT) ! 


| Myron Place, London, S.E.13 | 
Lee Green 6133/4 7 


SHOWCARDS - POSTERS. 
CUT-OUTS - DISPLAYS 


ae Ee 
SCREEN PRINTING 
Lorge or sma// quantities 


W.C. RAYMENT 
RAYSIGN K 


OR 
DURHAM ROAD, LONDON, 
ARCHWAY: 25 


21 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


WINDOW BILLS + 


FOR QUALITY 


57 BAYHAM PLACE nw 


SHOWCARDS POSTERS 
CUT-OUTS ot 
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POSTERS (all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35 Merton Rd., London, SW18 


Telephone: VANDYKE 6860 


DVANCE 


ICITY LTD 


ERRARD 8236 
= SHOWCARDS = 
= POSTERS DISPLAYS =— = 


and 


_ SCREEN PRINTING = 
— 
= 2 


== oe 


= 3-STAR SERVICE = 


— .QUALITY- SPEED-LOWCOST = 


149, WARDOUR STREET. LONDON. WI 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
NORTH 3327-8 — 


When next you have 
a QUALITY job 


Contact 
KENTON 
PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


© MULTIPLE DISPLAYS 
* SHOWCARDS 
e CUT-OUTS, Etc 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP 4178 & 5771 
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SILK SCREEN MATERIALS 


SILK and 
SCREEN 

PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 
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PHOTOCREPHETS 
R. FOX L” 


OF HAMPSTEAD, N.W.3 


THE COMPLETE 


ORGANISATION 


FOR ALL 


PHOTOGRAPHIC 
PRINTING 


OFFERING 


SERVICE 
QUALITY 
ECONOMY 


prone HAM 9861 ; nes 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAIi ¥ 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 


"Phone FRO 1018, 1019 
Photographic Illustration Led 
85 Cromwell Road, $.W.7 


PHOTOGRAPHY FOR ADVERTISING 


OWDEROY 
“AND MOSS 


LIMITED 


25 MANCHESTER SQUARE, W.|! 


HUNter 9911 


WE MEET YOUR DEADLINE 


Phofographic 


s ANY 
Prints SIZE 
Write or Phone | QUANTITY 


»plies ICS. 6. 


L alle. 
r otfowo . 
& LILYWHITE LTD. 


. Yorkshire. Phone: 1240 


Brighouse. 
BAKER STREET, LONDON, W.! 
7 Phone: WELbeck 0938-9 


PHOTOGRAPHERS 


100 
{100 
_ 


FLEET STREET 5300 or 792! 
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COMMERCIAL ARTISTS 
‘AND RETOUCHERS 


ESTO 1917 


ENLARGEMENTS 


Ht 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London, $.E.! 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 
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PHOTOGRAPHERS |AD_MAN’S 


We are proud 
of our Studios and 


of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


GAL RAGOS 
ILATYD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Pt ' 
Printing Processes for 
Advertising, Display 


and Exhibiti 


YOUR FILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 
STUDIO VERNON & TELEVISION 
TITLES. 


See Ware about 


Publicity Pictures 
with a news angle 


AC.K WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Acepeacs) LTD. 
28a Basinghall St. Londen. £.C.2 
C aouatedioneled 


This space is 
reserved for 


Replicards 
Limited 
ARC 6241 


Replica House, 
Bavaria Road, N.19 


BOOKSHELF. ~ continued 


economics, there appears to have 
been some conflict in the ap- 
proach in so far as there are parts 
which are elementary, while other 
parts are fairly advanced for a 

rson with only a limited know- 
fed dge of economic theory. 


As regards the importance of 

—— in shaping consumer 

nditure, its use for providing 

ia ormation, and its cost to the 

consumer, the authors’ comments 

are sound, although they do not 
pursue any new paths. 


For example, there must be 
an optimum level in the adver- 
tising of a particular product 
beyond which further expendi- 
ture does not result in in- 
creased sales and is a waste of 
money. Because advertising is 
one of the factors infi 
the pattern of demand, it would 
be interesting to learn the 
authors’ conclusions as to the 
point at which it ceases to be- 
come effective. 


Example from USA 


The influence of thought in the 
design of some current advertise- 
| ments in this country is illustrated 


| by an example quoted from a 


major advertising concern in the 
United_ States: 


“Yet there is a way to make 
your product stand out from 
all the rest. In your product 

- as in you... there 
is a genuine individuality. 
Determined, consistent associa- 
tion can fix this individuality 
more and more firmly until it 
is your product.” 


In other words, it becomes 
doubtful whether consumer choice 
is less a conscious act of thought 
by the consumer than an accept- 
ance by him of what is provided. 
For this reason, Mr. Sinclair 
Wood once questioned whether 
the wide consumer choice of 
Guinness was decided by the 
consumer or engineered by the 
brewers of Guinness. 


Family budget research 


Considerable work has been 
done in this country by J. R. N. 
Stone, H. S. Houthakker and 
S. J. Prais since 1945 at Cam- 
bridge on the subject of family 
budgets and the calculation of 
income elasticities—the relative 
change in quantity of a com- 
modity consumed, on expendi- 
ture, in relation to a_ relative 
change in income, and it is a 
recommendation to find that this 
important aspect of consumer 
behaviour has not been neglected 
in this book. Indeed, it has been 
carefully explained. 


It is, undoubtedly, a highly in- 
teresting book, which should pro- 
voke thought in the minds of all 
catering for the personal con- 
sumption market. The statistical 
tables are derived from United 
States sources.—a. L. 
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Silk veils your skin 
with natural radiance 


THIS WAS A CARLTON PHOTOGRAPH 


CLINGS LIKE SHAK... ABSORBS LIKE SILK 
NATIONAL PRESS ADVERTISEMENT Sik ace Powder remain matt Sih Face Pome hen 4 wm 
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AGENCY: Grant Advertising Limited 
ART DIRECTION: E. Garrott 


ADVERTISER: Helena Rubinstein mie 
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SILK FACE POWDER © 2 rr! 


you'll never we any other face powder 
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Price, Service & Co., Ltd., are now able to supply latest models of the 


Dufa Automatic 


are made in Western Germany 


Litho Proof Presses L ¢ 
by Steinmesse & Stollberg KG. 


The machines 
Most 


of the type above. 


significant of the improvements which have been made to the design of 
these presses, say the company, are the larger-diameter plate and distribu- 


tion rollers; 


a re-designed damping unit; 


strengthened side-frames, with 


wider tracks and bearers; more extensive ribbing of plate table and underlay 

plate to give a better impression; and more rigid supports for the impression 

plates. The British agents state that the machines are suitable for short runs 
as well as for producing high-standard litho proofs. 
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Research simplifies Dow 
half-tone etching 


Birmingham photo-engravers V. Siviter Smith & Co., Litd., claim 
to have discovered a means by which Dow half-tone plates can be 
etched to sufficient highlight depth in a bath which, with slight 
adjustment, can also be used for line work. Until now it has been 
necessary to have a different type of bath for half-tones. 


The Dow Chemical Co. of 
America, who invented the Dow 
process, at present advocates that 
for half-tone work a new bath is 
prepared to a special formula 
and that magnesium oxide is 
added to the bath by etching a 
sheet of metal until the necessary 
magnesium has been added. 

This is a costly and lengthy 
operation; and often insufficient 
half-tone work is available to 
exhaust the bath before it 
deteriorates to an unusable con- 
dition, 

Siviter’s research manager, 
John Butler, conducted a series 
of tests, varying the physical con- 
ditions and chemical content of 
line baths, in an attempt to find 


BFMP ANNUAL CONGRESS REPORT 


‘Great industry’ 


is praised 


A tribute to “this great indus 
try, which does so much to en- 
lighten and inform the public,” 
was paid by the Very Rev. Alan 
Campbell Don, Dean of West 
minster, when he proposed the 
toast to the BFMP at the Federa 
tion’s annual banquet. 


Hamish A. MacLehose, out- 
going president, welcomed, in 
addition to Doctor Don, Mal- 
colm Graham, immediate past 
president of the Newspaper 
Society. 


@ Continued from page 7 


PROBLEMS FACING THE PRINTER 


subject of “this new bogey, 
automation.” 
“I cannot see our trade be 


coming automation-minded over- 
night.” Mr. Hope Collins said, 
“I think we have to be careful 
when we hear a trade union 
leader in another industyy saying 


‘If automation comes, we will 
allow it provided we get a 
guarantee from the employers 


that we will get full pay when we 
are idle.” 

“I think it is wrong that a 
union leader should make such a 
remark, and I hope that kind of 
thinking will not spread to our 


own industry.” But the proper 
development of “automation” 
could be of immense advantage 
to all employed in the industry 
and to the consumers of our pro- 
duction, he said. 

After the adoption of the 
annual report, Charles Birchall, 
director and general manager of 
Charles Birchall and Sons Ltd., 
of Liverpool, and John Cheney, 
chairman and managing director, 
Cheney & Sons Ltd. were 
elected president and _ vice- 
president respectively for the en- 
suing year. 


Conference discusses print buying, typographers 


A number of subjects of cur- 
rent interest to printers were dis- 
cussed at one of the business 
sessions of the BFMP’s annual 
congress. Each subject was in- 
troduced by a different speaker, 
after which it was open for dis- 
cussion. 

John Cheney, chairman of the 
Federation’s public _ relations 
committee, presided as question 
master. 

Asking the question “What 
can be done in our industry to 
keep prices down in an age of 
increasing costs?” Jask Aspinall 
(Walsall Lithographic Co., Ltd.) 
said that costs could be reduced 
by more efficient office work. 
specialisation, shift working, and 
by a greater degree of co-opera- 
tion from the trade unions. 

In the discussion, a number of 
speakers stressed the importance 
of shift working in reducing 
costs, but the difficulty was 
pointed out of getting the neces- 
sary labour, 

Putting the question: “Is the 
craftsmanship of the compositor 
developed or hindered by the 
Charles Mansell 


tvypographer?” 


(Balding and Mansell  Ltd., 
Wisbech) said that craftsmanship 
in the printing industry today 
must be measured by output. 
Likewise the craftsmanship of the 
1956 minder of a fast-running 
printing machine must be judged 
by his ability to produce the 
highest possible total of well- 
printed sheets in every week of 
the year. 

It helped the printer to increase 
productivity if he had a typo- 
grapher on his staff, he said, but 
the discussion showed that some 
printers regarded typographers 
as more of a hindrance than a 
help because they lacked practical 
knowledge. 

Bernard Nicholls (C. Nicholls 
& Co., Ltd.) introduced the last 
subject, which was: “There is 
much inexpert print buying. How 
can our industry remedy this and 
does it want to?” 

He said that it was first neces- 
sary to consider the converse— 
expert print buying — which 
called forth expert print produc- 
tion, to the ultimate benefit of 
the customer, the industry and 
the national economy. 


Mr. Nicholls thought that 
there were two problems to be 
solved. First, all advertising 
agencies, printing consultants and 
publicity departments should see 


that their print buyers were 
properly qualified, and. should 
take greater advantage of the 


technical knowledge and advice 
available from their regular 
printer. 

Secondly, the printer must con- 
tinue to raise his own standards. 
Inexpert print selling must dis- 
appear, he said. 


a way in which a similar type of 
bath could also be used for tone 
working. 

The results of the hundreds of 
possible variations were recorded 
and plotted on graphs. 

As a result, it was found pos- 
sible to etch half-tones success- 
fully from 85 up to 133 screen in 
a slightly adjusted line bath: and 
then convert it, easily and im- 
mediately into a normal line bath 
for etching line plates. 

The secret, say Siviters, is that 
for half-tone etching a normal 
line bath is prepared, but with a 
slightly reduced quantity of one 
of the major chemicals. After 
etching the half-tones, the bath 
is switched into a line bath by 
dropping in a further measured 
quantity of this chemical. 

Siviters explain that this means 
that, at the start of every new 
line bath, they are able to etch 
batches of half-tones on the 
same machine without materially 
affecting their line production. 

Newsprint blocks have not 
responded fully to this etching 
technique—but experiments in 
hand give promise of satisfactory 
results. 

The company is making the 
details of this new method known 
to other British engravers who 
now use the Dow process. 


PKTF meet in 
Edinburgh 


Nearly 100 delegates—repre- 
senting a new record affiliated 
trade union membership of 
320,525—attended the annual 
conference of the PKTF, which 
was held in Edinburgh last week. 
They were welcomed to the city 
by Bailie A. A. J. Cabas, on 
behalf of the Lord Provost and 
citizens. 

He paid tribute to the growth 
of the Federation, and spoke of 
the development of machines 
since the days of the old hand 
press. 

It was the second 
conference has been 
Edinburgh. The first 
was 36 years ago. 


time the 
held in 
occasion 


British engravers at congress 


Engravers from Britain were 
chairmen of two sessions of the 
International Congress of Photo- 
Engravers, Stereotypers and Elec- 
trotypers held at Stresa last week. 

The Federation of Master Pro- 
cess Engravers sent three official 
delegates—D. J. Lowe, vice- 
president; W. Gilchrist, immediate 
past president; and W. B. Hislop, 
the Federation's technical adviser. 

Mr. Gilchrist presided at the 


second congress session, when 
electronic engraving machines 
were discussed; and Mr. Hislop 
presided at a meeting of the per- 
manent technical commission. 

N. Harrison, the Federation 
secretary, also attended the con- 
gress. A total party of 20 went 
from this country. Some mem- 
bers were accompanied by their 
wives. 
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SHE STRUGGLED TO TALK IN PUSHTU 


BBACK after four months in 
Afghanistan, where she has been 
working with the French Archzo- 
logical Mission digging up a 5,000- 
year-old palace, Sylvia Matheson 
has rejoined J. Walter Thompson's 
copy department. 


She tells me that she found life 
in Afghanistan full of contrasts, 
from sandy deserts 3,500 ft. above 
sea-level to snowy mountains at 
9,000 ft. Working as an archzolo- 
gist meant living in a mud cabin, 
Starting work at dawn and strug- 
gling to talk in Pushtu with tribes- 
men who shifted the tons of soil in 
shallow metal bowls. 

But to ease her path, she took a 
number of products supplied by 
JWT clients—a Rolex “Explorer” 
watch, an Aquascutum raincoat in 
the windproof cloth supplied to the 
British Everest expedition, a 
Bremar sweater, Ultratan protective 
cream and Vykin vitamin and 
mineral capsules, one of which was 
picked up by an Afghan, who mis- 
took it for a ruby! 

From excavating _ prehistoric 
towns at Mundigak, near Kandahar. 
Miss Matheson went north to Kabul 
to cover the Bulganin and Krush- 
chev visit for The Times. On her 
way home she stayed in Pakistan as 


a guest of the Pakistan Government. 

_ Now she is spending her spare 
time finishing a book on her experi- 
ences, called Time Off to Dig. She 
has already done half-a-dozen short 
broadcasts and is planning more. is 
editing a 16mm. Kodachrome film 
she made of the “dig,” and pre- 
paring colour slides for lectures. 


* * * 


WHEN I heard that Charles 
Hallas, media director of Lintas, 
had recently completed 40 years 
with what is now the Unilever 
organisation, I did not at first 
believe it, because he doesn’t look 
his 56 years. But it’s true—and of 
that period, 30 years have been 
spent in what is now Lintas. Con- 
gratulations! 


* * * 


So that everybody at Rumble, 
Crowther & Nicholas should be 
right “in the picture’ of the 
agency's activities, Leo O’Farrell, 
director, tells me they now hold 
regular monthly  buffet-luncheon 
meetings at which current RCN 
advertising is displayed and dis- 
cussed. 

This innovation has _ already 
proved both popular and useful. 


**? chose one 
of the best agents 


ROLAND FIDDY, brilliant 


in London 


humorous 


artist, illustrates this quote from his life story 


in Everybody's. 


In company with many 


other outstanding artists, Roland Fiddy links 
his success with our success as artists’ agents. 
The goodwill of our artists is reflected in the 
quality of work and service we offer clients. 
We represent 60 skilled artists (including 
famous names) whose combined talents cover 
the entire field of design and illustration. 
We also represent that fine photographer 
KENNETH COLE and the facilities of his new 


West End studio. 


If you are not familiar 


with his work—or that of other artists— 
please ask us to show or send you specimens. 


A. S. KNIGHT LTD. Artists’ Agents, 
Granville House, Arundel Street, London, W.C.2 


TEMPLE BAR _0033-5 


James Jack and Mrs. Jack hold the 
christening cake which Mrs. Jack 
baked for the opening of the offices 
of the new agency, James Jack 
Advertising Ltd., Glasgow. It has 
“hoardings” on all four sides and 
on the top, and was cut at a party 
for suppliers. 


Stark brothers 


WITH the arrival in this country 
from India of Stuart Stark, three 
brothers are united. Brother Peter 
has returned from Canada, where 
he went eight years ago to join the 
Walsh agency. The third brother 
is Graham, the TV comedian. 

Stuart was account executive with 
several London agencies and adver- 
tising manager of British Schering 
before going abroad for British 
American Tobacco Co. He is here 
on leave for some months, but will 
have a busy time contacting organi- 
sations similar to those with which 
he is associated in India 

Apart from being vice-chairman 
of the Indian Society of Advertisers, 
a councillor of ABC and the Indian 
Institute of Art in Industry, he is 
a committee member of the Cal- 
cutta Advertising Club and lecturer 
on advertising and marketing at the 
Indian Institute of Business Man- 
agement—all at the age of 37. 

He tells me that good progress is 
being made on the formation of the 
Advertising Council of India, of 
which he is on the pilot committee. 
The Council's first task was to draft 
its constitution and a code of 
ethics. The Government of India 
would be represented on the Coun- 
cil, which it was hoped would put 
a stop to malpractices and trade 
mark infringement. 

The raising of the standard and 
status of advertising in India 
through the training of potential 
executives is another aim. The 
absence of research organisations or 
facilities is about the largest pro- 
blem with which advertising and 
marketing men have to contend in 
India at present. 


Roger’s show 


STUDIES of 
acters and of peasants in Andorra, 
Switzerland and the Dolomites are 


Lancashire char- 


included in the work of Roger 
Hampson, a member of Stowe and 
Bowden's Manchester studio staff, 
who is holding an exhibition now 
at Gibbs’ Bookshop in Mosley 
Street, Manchester. 

The exhibition—his first—includes 
oil paintings, lithographs, aquatints, 
lino cuts, monochromes, and draw- 
ings. Many of the studies referred 
to were done during a Proctor 
Memorial Travelling Studentship 
Trip to Andorra in 1950. 

In that year Mr. Hampson was 
awarded the silver medal of the 
Royal Manchester Institute. 


JUNE 8, 1956 


"TREASURE has been “trove” by 
Michael Rice, managing director of 
Conville Ltd. the public relations 
and marketing company. He 
recently bought a pedestal desk in 
the auction rooms of a London 
store, and after it had been de- 
livered found two cupboards which 
could not be opened. 

Carpenters were called and the 
cupboards opened. Inside were a 
fine Georgian inkwell: a Com- 
munion set inscribed with the name 
of the owner, Rev. Harry Samuel 
Sard ; and two Greek testaments, 
one with a dedication signed by 
the late Cosmo Lang when he was 
Archbishop of York. There were 
also a number of oil paintings, 
letters, and a large quantity of post- 
cards some 50 years old. 

The story of the discovery was 
reported by William Hickey in the 
Daily Express, and as a result many 
people who had known the late 
Rev. Mr. Sard were able to tell Mr. 
Rice about him. Mr. Rice has now 
written to Mrs. Sard to ask if she 
would like her late husband's 
articles. 


Prudence, a lion cub, deputised for 
the flying tiger emblem of the 
Pakistan International Airlines, at 
the opening of the new London 
offices. Left is N. tkramullah, High 
Commissioner for Pakistan, and 
right, R. Bateman, head of Asso- 
ciated-Rediffusion Ltd.'s TV adver- 
tising magazines and whe also runs 
the children’s zoo at Sandown, Isle 
of Wight. 


* * * 


THE other day the BBC repeated 
on the Home Service the “Portrait 
of Robert Flaherty,” which was 
broadcast several times on the Third 
Programme in 1952 

The programme was devised and 
written as a tribute by Oliver 
Lawson Dick—now managing direc- 
tor of Public Relations Associates 
Ltd.—who first met Flaherty just 
after the completion of “Louisiana 
Story,” and spent the next two years 
as a constant companion of Mr. and 
Mrs. Flaherty, travelling with them 
all over Europe and attending pre- 
miéres of the film. 


CONTACT 
WEER'S WISECRACK 


~y 


“Let’s give Archie Moore a 
dozen dressing-gowns—and 
make sure our name _ is 


Day-Glo’d on the back.” 
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ever-increasing 
sale now tops 


800,000 


TV TIMES The ONLY paper giving ALL 
the 1.T.V. programmes in full and exclusive 
detail for seven days in advance 


SJ 
iy £300 per page — 


only 7/6 per page per thousand copies 


The new power in publicity 


LESLIE A. MANDER ADVERTISEMENT MANAGER 
TV TIMES TELEVISION HOUSE KINGSWAY WC2 HOLborn 7888 
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The Evening Chronicle 
knows the formula 

for success. 

Britain’s fastest-growing 
evening paper 

has greater impact 

on 900,000 readers in the 
great Manchester market. 


You can’t cover 
Manchester 
without the 
EVENING 
CHRONICLE 


t APRIL 
March 1956 net sale 
over 300,000 


AAS 


Britain’s fastest-growing 
evening paper 


Terminus acquire 
monthly journal 


Terminus Publications Ltd., pub- 
lishers of the monthly Cargo Hand- 
ling,, have acquired the rights of the 
monthly journal Shipping Times & 
Tanker Transport from Shipping 
Times Ltd. First issue of Shipping 
Times & Tanker Transport pub- 
lished by Terminus Publications 
was the May edition. Advertise- 
ment director of Terminus Publica- 
tions Ltd. is E. Blown. 

* * * 

Champion motor-cyclist Geoft 
Duke is one of the contributors to 
the first TT number of Motor 
Cycling, published by Temple Press 
Ltd. this week. Next week's issue 
will contain results of the Senior, 
Lightweight and Sidecar races, while 
the Clubmen’s TT events will be 
covered in the issue dated June 21. 
The issues dated June 7 and 14 
carry full-colour covers. 

* * * 

Small bottles of Cinzano have 
been sent out by Miss _ Doris 
Richardson, of Norman Kark Pub- 
lications Ltd., with a verse stressing 
that “Courier’s the place for your 
ads.” 

* * * 

A stiff folder sent out by George 
Newnes Ltd. gives two reasons “why 
sO many national advertisers use 
Tit-Bits’"—the audited net sale of 
1,084,746 and the 3,330,000 reader- 
ship figure. 

* * * 

Farming News will cover the 
Royal Highland Show at Inverness 
with two special Show numbers, on 
June 16 a pre-Show number and on 
June 23 a Show report number. 

ok * ce 

Copies of the June issue of Homes 
and Gardens have been sent out by 
George Newnes Ltd. to advertisers 
and agents in a special blue and 
white sleeve. The message on the 
sleeve is that this is the first issue 
in the new increased page size of 

114 in. by 8} in., with a type area of 
10 in. by 74 in. Audited net sale 
for July-December 1955 is £167,121. 


Nato survey 


A copy of The Scotsman last week 
contained a 12-page survey of 
NATO. It was believed to be the 
first paper in Britain to devote a 
supplement to the subject. Copies 
were sent to every member of the 
House of Commons, the Canadian 
Senate and House of Representa- 
tives, the American Senate and the 
Foreign Affairs Committee, and 
the members of the Cabinets of the 
15 NATO countries. 

* * * 

A series of 20 “British Sports 
Stars” cards, together with a wallet 
to hold them, will be presented free 
over a period of four weeks in 
Radio Fun. The issues concerned 
will be on sale June 21 and 28. and 
July 5 and 12. Full colour leaflets 
and double-crown posters will be 
used to publicise this offer. 

* * ca 

John Bull next week will contain 
two complete short stories. National 
and provincial press advertising will 
support this issue. 


A “science 

Harwell and a 
British propaganda from 
be included in Mustrated next week. 


fiction 


specia 


feature on 
eport on anti- 
ithens will 


* * 

In a Summer Holiday Number of 
Woman next week wil! be a pattern 
offer for a complete holiday outfit 

* * * 


First issue of the Brentwood 
Review, published by South Essex 
Recorders Ltd., was a |2-page folio- 


size issue containing an eight-page 
souvenir. Both the main issue and 
the souvenir carried heavy con- 
tent of mostly local advertising 
* * * 

During the conference of the 
Cinematograph Exhibitors Associa- 
tion at Blackpool, the Evening 


Gazette’s May 29 issue carried three 
pages of adver from 
Columbia Pictures. A leader in the 
issue drew readers’ attention to the 


tisements 


advertisements On the following 
day it devoted the front and back 
pages of its “late extra” edition 
to Columbia activities 

* * * 


The Evening Standard will again 
organise a Foxhunter Competition 
for show-jympers this year. Over 
2,500 contestants took part in last 
year’s event. 

7 * 7 

The first issue of Automation and 

t tic Equipment News (incor- 
porating Automation Age) is to be 
published by United Trade Press in 
September Advertisement rates 
are: full page, single insertion £45; 
half-page £28. Annual subscription 
is £1. 


+ + * 

An advertisement in the May 19 
issue Of Drapers’ Record was mainly 
responsible for the fact that the 
first edition of the 1956 Fabric and 
Clothing Trades Index was quickly 
sold out. A second edition is now 
available. 

a * * 

About 250 advertisers, including 
many large-sca'e manufacturers, have 
taken space, many of them in 
colour, in the Mining Journal 
Annual Review 1956. Contents of 
this 324-page publication include a 
review of metals and minerals, a 
summary of technical progress 
during the year, articles on the 
world’s mining fields, and a number 
of other features. 

* * re 

Flight (Associated Iliffe) is pub- 
lishing a special “Military Aircraft 
1956” number this week 
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We Hear 


The organising committee of the 
Electrical Engineers Exhibition is to 
run an open competition for a 
poster to advertise the 6th Electrical 
Engineers Exhibition which opens 
in April next year. 

* * 

Harrow Council 
Committee has placed on record 
that it “cannot subscribe to the 
principle of the Corporation's offi- 
cial publications being supported by 
idvertisements.”” 

. 7 - 

Marconi’s Wircless Telegraph Co., 
Ltd., have been contracted for the 
construction of the Independent 
Television Authority's second Nor- 


* 
Public Health 


thern television station at Emley 
Moor, near Huddersfield 
. * 


A “Glass and the Student 
Designer’ Exhibition will be held 
at the Glass Manufacturers’ Federa- 
uon from July 13 to 27 
- * * 

Edwards, Dyer.& Co., Ltd., have 
been appointed public relations con- 
sultants and agents for “Footballer 
of the Year,” Bert Trautmann 


Designs invited 


Worthing Corporation is inviting 
art students from the West Sussex 
College of Art to submit designs 
for the cover of its 1958 holiday 
guide ; 

* * = 

Brighton Corporation's “Promet- 
tes” have been presented with 
Ronson Whirlwind pocket lighters. 

* * * 


M’Naughtan & Sinclair Lid.. of 


Glasgow, printers, publishers, and 
manufacturing stationers, have 
issued a brochure, Print at Your 


Service, illustrated with 
their staff at work, and (in colour) 
with a composite page of many of 
their productions. 

* * * 

A conference of Birmingham and 
Cambridge van sales representatives 
of the Ever Ready Co. (Gt. Britain) 
Ltd. was held at the Great Northern 
Hotel, Peterborough, last Thursday. 

* * * 

Two British Petroleum Co., Ltd., 
cartoon films have been shown at 
the current Melbourne Film Festi- 
val. “Down a Long Way” 
shown during the main festival, 


pictures of 


“The Power to Fly” opened the 
festival’s one-day conference on 
“Motion Films in Personnel 
Management.” 

* * * 

The 1957 World Travel Exhibi- 
tion will be held at the Corn 
Exchange, Brighton, from February 
2 to 


Selling newsprint 


Finnish, Norwegian and Swedish 
producers of newsprint have started 
a joint” selling organisation § in 
London called Scammews, headed 
by Harold Wamcke. 

* * * 

W. S. Crawford Ltd. dart team 
led by Fred Folkerd, were beaten 
3—0 by a team from their own art 
department, led by Paul Peich, in 
a match held at the White Hart. 
Finishing doubles were obtained by 
R. Leckie and T. Marshall. 

* * * 

Changes of address: John Carr & 
Associates to 10 Stratford Place. 
London, W.1: Ad-Stik Ltd. to Har- 
court Road, Bexleyheath, Kent. 
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WEXTOHES UN INDUSTRY 


The new medium for advertisers 
of industrial textiles 


Now in its third issue and firmly estab- 
lished, TEXTILES IN INDUSTRY 
is a virile new technical monthly, 
linking manufacturers of industrial 
fibres, yarns and textiles with their 
customers—actual and _ potential—in 
Britain’s booming industries. 


Consumption of fibres and_ textiles 
for industrial purposes is rapidly multi- 
plying and expanding. For instance, 
30 per cent. of the viscose rayon spun 
is used in industry. Millions of pounds 
are used by the tyre industry alone. 
Cotton, wool and the other great 
natural fibres have extensive industrial 
uses. Nylon, Terylene, Ardil and the 
other revolutionary man-made fibres 
have scores of uses in industry. 


Here are a few :— 


Bags, filter cloths, ropes and cor- 
dage, canvas, belting, industrial felts, 
tyre cords, protective clothing, water- 
proof fabrics, cable coverings, hoses, 
packing materials, transmission belts. 


TEXTILES IN INDUSTRY covers 
this great market for fibres and textiles 
positively and comprehensively. As a journ- 


Full information—rates, copy dates, special positions, 


al of the Leonard Hill Technical Group 
it has a highly selective circulation 
which guarantees coverage of the buyers 
of textiles in all the great user industries 
—electrical, motor car, aircraft, ship- 
ping, plastics, upholstery, chemical, 
building, etc. 


These and many other industries 
have been served for many years by 
the fourteen specialised journals of the 
Leonard Hill Technical Group. This 
vast editorial and publishing experience 

the experience that guarantees re- 
sults to advertisers—is firmly behind 
TEXTILES IN INDUSTRY and is 
freely at the service of advertisers. 
An Enquiry Card system is part of the 
service offered by the journal to adver- 
tisers and readers ; it enables buyers 
to get fuller information without fuss 
or delay. 


Instead of spending thousands of 


pounds to cover the industries that 


might use his products, the maker of 


industrial fibres and textiles can now 
reach the key men—the men who buy 
—quickly, efficiently and economically 


through TEXTIL ES IN INDUSTRY. 


future editorial features—can be obtained from the Advertisement Manager. 


TEXTILES IN INDUSTRY 


Stratford House, Eden Street, London, N.W.1. 


(Euston 5911—10 lines) 
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Big drive for 
new Weston 
product 


A campaign started last week in 


the Daily Mirror, Daily Express, 
other national dailies, Sundays, 
national magazines, women’s 


journals and trade press, which will 
last until the end of the year, for 
Roundabouts, a new product by 
Weston Biscuit Co., Ltd. 
Roundabouts are described in the 
copy as “chocolate-coated magic 
circles of mallow, jam and biscuit.” 
Another Weston product, Wagon- 
wheels, is to be featured in a new 
campaign which includes a “‘little” 
advertising in national dailies and 
an extensive strip cartoon drive in 
children’s papers. The theme of the 
strips will be “Out West with 
Westons.”” Agents for Westons are 
Erwin Wasey and Co., Ltd. 


Ever Ready radio 


The Sky King battery operated 
portable receiver has been intro- 
duced by the Ever Ready Co. (Great 
Britain) Ltd. Advertising is being 
handled by Greenlys Ltd., and in- 
cludes spaces in national Sundays 
and the trade press. 


Furniture show 


A permanent exhibition of 
selected pieces of British and foreign 
modern furniture will be opened at 
Trollope & Sons (London) Ltd., on 
June 27. The showroom is being 
advertised in House and Garden. 
—_ are the Winter Thomas Co. 

td. 


This landscape pack for the new Mary Baker fruit cake mi 


— and 


first of its 


kind—has a blue background and high quality gloss finish. 


New character in 
Idris campaign 


The “coon” character, which 
introduced a completely new pre- 
sentation for Idris fruit squashes 
last year, has now been succeeded 
by a tortoise in the current “Idris 
When I's Dri” campaign. 

This figure is being featured cn 
buses in the London and Greater 
London area, as well as on 16-shect 
and double-crown posters, and in 
the press. There has also been an 
increase in point-of-sale material. 
Greenlys Ltd. are the agents. 


An increase of |,268 net weekly when compared with the previous 


six months, and an increase of 2,659 net kl h i 
corresponding period in 1954. attic 02 Nanaia 


The net sale of THE KERRYMAN is substantially more than one-seventh 
that of the morning newspaper with the largest sale in the Republic 
of Ireland, and substantially more than one-sixth that of the morning 


newspaper with the second largest sale. 


In Britain the provincial 


weekly with the largest sale has not one-sixtieth the sale of 


THE DAILY MIRR 


R. This difference between the outstanding 


position occupied by THE KERRYMAN in the Republic of Ireland 
and that of any provincial newspaper in Britain 

vis-a-vis the daily newspapers, points the way to successful 
national advertising in the South West of Ireland. 


Head Office : 
TRALEE, IRELAND. 
London 

HUSEY & CO., 92, FLEET ST., E.C.4. 


Tel. TRALEE 56 & 266 


Tel. FLEet Street 8209 


“* 
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National launch 
for cake mix 


A new fruit cake mix, the first of 
its kind, complete with sultanas, 
currants and cherries, retailing at 
2s. 44d. was nationally launched to 
the trade by the Shredded Wheat 
Co. Ltd. on Monday. It sells under 
the Mary Baker brand name. 

Advertising has been planned to 
support the mix with large spaces in 
national dailies, provincial papers, 
women's magazines, trade press and 
spots on all commercial TV trans- 
mitters. Agents are McCann- 
Erickson Advertising Ltd. 


Big corset campaign 


“The greatest corset advertising 
ever” starts on September 3, for 
Corsets Silhouette Ltd., with large 
spaces in national dailies, Sundays, 
provincials, women’s magazines 
and trade press. Agents are 
R. S. Caplin Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 
GLYN, MILLS LTD., for Central 
News Ltd. 

WOLFSCHMIDT VODKA, for 
John Hobson & Partners Ltd. 
MONTEROSA SARACENIL, Italian 
knitwear, autumn and winter cam- 
paign in Vogue, Vanity Fair and 

Harper's Bazaar; NEILCRAFT 


LTD., laminated plastic sheets, 
campaign soon in hardware trade 


press. Accounts for Nicholls 
Dorrity Advertising Ltd. 
ARTHUR’ BARBER; KAYE 


BROWN LTD.; S. M. BRYDE & 
CO., LTD. Accounts for Chap- 
mans Advertising Ltd. 

MARS/CHAPPIE GROUP (out- 
door advertising), for C. J. Lytle 
(Outdoor Publicity) Ltd 

WINDOLITE & FIRECREST 
PRODUCTS, for G. S. Royds 
Ltd., from July 1. 

GEORGE MACLELLAN & CO, 
LTD., for James Jack Adver- 
tising Ltd. 

TRIUNE PRODUCTS, Bradford, 
has ceased to be handled by Nevin 
D. Hirst (Advertising) Ltd. 


Campaigns 


SHREDDED WHEAT CO., LTD. 
using national dailies, provincials, 
women’s magazines, trade press 
and commercial TV spots for 
Mary Baker fruit cake mix. 
(McCann - Erickson Advertising 
Ltd.) 

LITTLE MISS MUFFET JUN- 
KETS, using national daily and 
Sunday papers and trade press. 
(Saward, Baker & Co., Ltd.) 

IDRIS FRUIT SQUASHES, using 
national press, posters and bus 
advertisements. (Greenlys Ltd.) 

KIMBERLY-CLARK LTD., using 
women’s weekly and monthly 
magazines for Kotex sanitary 
hy (Foote, Cone & Belding 
Ad.) e 

SIMPLEX ELECTRIC CO., LTD., 
using Radio Times, People, Sun- 
day Express, Sunday Dispatch, 
trade press and broadsheet for 
Creda Stargazer cooker. (Stuart 
Advertising Agency Ltd.) 

J. & E. ATKINSON LTD., using 
Woman, Vogue and Daily Sketch 
for new Rose Theme make-up. 
(Lintas Ltd.) 


DAVIS GELATINE LTD., using 
women’s journals, catering press 
and grocery trade press. (Saward. 
Baker & Co., Ltd.) 


STAR ALUMINIUM CO., LTD. 
using women’s journals, local 
papers and trade press for Star 
Housefoil. (Edward Hilton Ad 
vertising Ltd.) 


CORSETS SILHOUETTE LTD., 
using national dailies, Sundays, 
London evenings, provincial 
dailies and women’s magazines 
and trade press. (R. S. Caplin Ltd.) 


ROMANZA COATS, using national 
daily and Sunday papers, women’s 
magazines, provincial papers and 
trade press. (Reid Walker Adver- 
tising Ltd.) 


EVER READY CO. (GREAT BRI- 
TAIN) LTD., using national Sun- 


days and trade press for Sky 
King radio. (Greenlys Ltd.) 
COLEY METALS LTD. using 


trade and technical press for pres- 
tige campaign to explain details 
of various companies controlled 
by the group. (White & Carter 
Ltd.) 


WESTON BISCUIT CO. LTD. 
using national dailies, Sundays, 
magazines and women’s journals 
and trade press for Roundabouts. 
(Erwin Wasey & Co., Ltd.) 


WESTON BISCUIT CO. LTD., 
using national dailies and strip 
cartoon in leading children’s 
papers for Wagonwheels. (Erwin 
Wasey & Co., Ltd.) 


QUAKER OATS LTD., using full- 
pages and half-pages in national 
press, camping and caravan jour- 
nals and commercial TV on Mid- 
lands station. (Foote, Cone & 
Belding Ltd.) 


HOPE & ANCHOR BREWERIES, 
LTD., using national dailies, Sun- 
days, provincials and periodicals. 


(Thames Advertising Service, 
Ltd.) 

EUCRYL LTD. using Daily 
Express and other nationals 


starting in July, for Dentiline den- 
ture cleaner. (Arthur Knight Co., 
Ltd.) 


TROLLOPE & SONS (LONDON) 
LTD., using House and Garden. 
(Winter Thomas Co., Ltd.) 
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FOR SALE 
Magic Wand! 


EMPLOYERS EMPLOYEES 


What would you be willing to pay for a What would you be willing to pay for 
Magic Wand that you could wave over your a Magic Wand that could double your 
personnel, to double their enthusiasm, value to your firm, make you more 
increase their confidence and make them sD successful, more influential, and more ») 
more effective ° able to accept responsibility. e 


Yes, these are rhetorical questions. But, frankly, it a 


would be worth quite a lot to you, wouldn’t it? 


This wand can be yours - a wand that seems to work 
like magic! The scientific, up-to-the-minute —— 


Dale Carnegie Course in 
FFECTIVE SPEAKING 


and Human Relations 


Easily and pleasantly, the fourteen weeks carefully planned training 
of once weekly classes helps him to: 


You may have heard of Dale Carnegie and his books, but you may Make use of the latest, most effective sales techniques. 


P Create a favourable impression for himself and his products. 
not know that this training, based on 44 years’ experience, is Speak convincingly before business conferences, clubs, 
organisations. 

increase his poise, polish and persona! force both in business inter- 
views and before groups. 


taught in 22 countries, that over 450,000 students have taken the 


Course, and that it is used regulariy by many of the biggest firms 

RS Develop courage and self-confidence, destroy fear, overcome 

in the world and by hundreds of the “‘ not so big '’ ones. inferiority complex. 

¥ Increase his income through his ability to handle people, enquiries, 

It doesn't just show an executive or a salesman how to increase his complaints, etc. 

ability. Oh no! We ensure that his capabilities are developed. Seceme @ tender to bic Susinmss or pretastian Geeugh tte abiiiey 
to speak effectively. 

Improve his memory for names, faces, facts. 

Become a better executive; for the executive of the future must be 

expert in human relations. 

Get out of a rut, broaden himself with new interests and new ideas. 

Increase his initiative, his willingness to accept responsibility, his 

ability to ‘ get things done.”’ 


It can actually be seen happening! Our Course provides a short 
cut to success and distinction which may otherwise take years of 


hard and weary endeavour to reach by trial and error. 


FREE TRIAL OFFER 


Be our guest for three weeks, at absolutely no obligation to yourself, 
and see just how the Dale Carnegie Course operates. 
You are cordially invited to come at 6.30 p.m. to the Eccleston Hotel, 
Gillingham Street, Victoria, London, S$.W.1. to attend the following 
sessions entirely free of charge :— 

Ist Session 

2nd Session 

3rd Session 
We make this offer to give you a chance of judging for, yourself the value 
of this training. 


Take this golden opportunity for enriching your life. 
CUT OUT and POST THIS COUPON NOW 


me £2 © © ££ HES F 


, 
. 


To: MICHAEL ADAM, 
Dale Carnegie Course, 356 Oxford Street, London, W.!. 
Tel. MAYfair 5900 


| have pleasure in accepting your invitation to attend Sessions |, 2 and 3, 


at no obligation to myself 
Kindly send me a free brochure 
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I’VE A NOTION 

for promotion that’s 
dynamic - 

panoramic 

cyclonic - 

economic 

terrific 

ROTAIRific 

Oh hang it! 


get in quick with the 


\. Most of the t00lly 


Miles Griffin Co. Lt 
4, Seaton Place 
Hampstead Road 
N.W.1 
EUSton 7411 


London, 


oe 0 gee 


This sign is situated at the head office and works of Domestos Ltd. 


ow, Newcastle. 


The sign is 106 ft. in length, 17 ft. 6 in 
is readable at a distance of approximatel) 


, Albion 
in height, and 
illuminated by 


It is 


} mile. 


eight sodium vapour lamps. 


ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


PRINTERS 
to 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 

VEEVERS & HENSMAN LTD. 

36, Albemarle Street, Piccadilly, W.1. 


Grosvenor 6782 


ake HENDON 


BILLPOSTING 
COMPANY 


-— 


Fat hg tom OF ne 
U7 SPRING STREET Wi. 


- goou ENLARGEMENTS 
ahe made ty 


AUTOTYPE 


AUTOTYPE COMPANY LTD., 
| Brownlow Rd., London, W.13. Ealing 269! 


| chain of cause and effect 


‘IT PAYS TO 
READ ADS’ 


A full-page advertisement for 
advertising appears in the June 
issue of the Readers Digest. It 
states that even those people who 
profess not to read advertise 
ments do so “consciously or un- 
consciously, because advertise- 
ments are news. 

“Without advertisements, we 
should find it much more difti 
cult to find out about cars on the 
market, or improved radios or 
typewriters, or to compare the 
merits of different brands of per- 
sonal or household goods. 

“In fact, advertisements help 
us to choose and buy the things 
we want. And because the manu- 
facturer who publicly advertises 
his goods knows that he cannot 
succeed for long if they do not 
live up to his claims, advertise- 
ments help us to buy wisely... . 

“So it goes on, an_ endless 
benefit- 
ing everyone. You will be wise 
to look at the advertisements as 


well as the articles in the 
Reader's Digest. 
“Look at the advertisements 


advertisements which, incident- 
ally, enable us to bring you the 
Reader's Digest at the low price 
you pay. 


June 8, 1956 


‘AN UGLY WORD’ 


Automation—‘a 
task facing 
ad men’ 


Automation—‘“an ugly word 
made uglier by scare journalism, 
was the subject chosen by Si 
Walter Puckey when he ad- 
dressed the Incorporated Adver- 
tising Managers’ Association at 
Management House last week. 


“Advertising men,” said Sit 
Walter, “have a great task in 
front of them publicising the 


benefits of automation—but they 
have also a great future in the 
prosperity which has to come. 
“Automation saves the most 
valuable thing we have—time 
It speeds up processes and pro- 
duction. It eliminates waste of 
movement and = material. It 
makes for the best use of labour. 
“Finally it increases our wealth 


and so eventually the whole 
country benefits 
Pioneers 


“We were pioneers of radar 
and electronics even before the 
war; we must be pioneers today 
of automation, for such an op 
portunity as this may not come 
again for decades 

“Automation,” he said, 
“allows us to control mechanisa 
tion by permitting man to dele 
gate some part of his own brain 
system to the machine.” 

Sir Walter quoted figures to 
show the progress mechanisation 
of work had secured in the office 


“In 1935 the total output of 
office machines was £1,500,000. 
The figure had risen to over 


£50 million in 1956,” he said. 

IAMA member C. J. Rose said 
in the discussion that followed 
that he was proud to be an ad- 
vertising manager, for they alone 
could do the job of selling auto- 
mation to. industry, to the 
workers and the public. And ad- 
vertising managers had to sell the 
end product of it all—the extra 
goods produced. 


mw 


<<. 


ee 


The foreground in this montage in Ayr Road, Newton Mearns, Renfrew- 


Shire, was left empty for days. 
on May 17.” 
model placed on the stand. 


A notice simply said: “Watch this space 
On that day a new Hillman Minx was announced, and a 
Andersons (Newton Mearns) Ltd. set up the 


montage near their showrooms. 
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Make your stand Stand out 
with the Brook continuous Film Projector 


Fits in with your plans or stands on its own 
A brilliant, steady picture . . . high quality sound 


Requires no operator—shows up to 40 minutes of 
film, with automatic repeat or push button control 


lakes up only one square yard of floor space 


Available for hire or for sale 


The Brook Projector is ‘the perfect salesman’ for inclusion in your stand at: 


PHE FUEL EFFICIENCY EXHIBITION 
PHE INTERNATIONAL MOTOR EXHIBITION 
THE PUBLIC WORKS & MUNICIPAL SERVICES EXHIBITION 
AND OTHER FORTHCOMING SHOWS 


.oume.- SOUND-SERVICES LIMITED 


An Associate of the Film Producers Guild Ltd.) 


For full particulars 


269 KINGSTON ROAD * MERTON PARK * LONDON * S.W.19. TEL: LIBERTY 4291 


® sw 


@ group of nine 
influential phe 


A.B.C. NET SALES 


i T is not by 
120.91 


accident that the 
Belfast News-Letter 
Northern 


a 


| 


nL 


has been 


lh 


Treland’s Leading 


New spape r fo r 
219 years. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST., EC4. 


FIFE ASSOCIATED NEWSPAPERS 
COVER INDUSTRIAL FIFE COMPLETELY 
THE DUNFERMLINE PRESS : THE FIFE FREE PRESS 


int Maslin 
42,946 asc. weeny a 


Estd. 1737. 
BELFAST : 


More than a Newspaper —an Institution 


LONDON : 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
2312 STRAND, W’C.2 CITY 5906 


Donegall Street 85 Fleet Street 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 4s. per line, 45s. per display panel inch. 


| 
. APPOINTMENTS WANTED, 3s. 6d. per line, 40s, per display panel inch. All other 
Good Opportunity classifications, 4s. 6d, per line, 50s. per display panel inch. Minimum, 3 lines. Box WwW oO M A by 
for ambitious No. charge, one line plus 1s. covering postage, etc. Series rates on application : all 


advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 


Weekly,”” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). ASSISTANT 
LAYOUT. 


APPOINTMENTS VACANT Woman assistant, not under 24 
A ina 7 ] Ss T required by Space Buyer in 
W.C.2 district. Must be neat 
competent typist, capable of 

with growing 


EXPERIENCED rade San deena 
Agency 


Should possess keen sense of 


responsibility and have a liking 

T Yy ad @) G fa A Fr rs E fa for figures. Excellent oppor- 

* tunity for advancement. Pre- 

vious experience or knowledge 

also Junior Clerk on the | | This is a job for a man with a good sense of design of typing schedules and space 
Production side. | . = ; orders an advantage. 

but who is not too proud to turn his hand to 


Write ‘phone or call preparing mark-ups and adaptations. Present Ss 
CLIFTON ADVERTISING AGENCY summer holiday arrangements may stand. DEPARTMENT 
175 Grays Inn Road, Wri | Full porticulors to 
London, W.C.1. rife to. Box 3478 
Tel.: Terminus 9641 “ : ; - , Advertiser's Weekly 180 Fleet St EC4 
C. VERNON & SONS LITD., 

MAYFAIR ADVERTISING AGENCY 17, 19 Stratford Place, W.1. 1 ANCASHIRE, Advertisement space 
requires clerk with experience of in- | salesman required by London Com 
voicing blocks and artwork Pleasant pan Local media with high sales 
surroundings. 5-day week, luncheon | potential Permanent position with 
vouchers Write, stating age, experi | LETTERING ARTIST required fo: A JUNIOR Shorthand Typist, with a good prospects 
ence and salary required. to | studio. Please give details and salary rea interest in advertising who Box 3761 Ad. Weekly 180 Fleet St EC4 
Box 3769 Ad. Weekly 180 Ficet St EC4 | Box 3771 Ad. Weekly 170 Fleet St EC4 would like a more responsible and ~ 

aa progressive job (located WAL area) | A YOUNG ARTIST is required for 

LADY Sales Promotion Assistant re- ARTIST WANTED—first rate ability in which would Not involve “pounding training to an Art Executive position 
quired by expanding Nationa! adver- drawing and visualising (particularly as he kev all day long, is invited to with Publishers of top-quality textile 
tiser, Occupying modern premises in regards the design of layouts) and a write fully to Publicity Manager trade journals his is an unusuall 
the Paddington district Will be re sound sense of typography. Permanent Box 3772 Ad. Week 180 Fleet St EC4 progressive post and whilst actua 
quired to administer the organisation progressive position in the small studix commercial experience is not vital, it 
and despatch of point-of-sale materia! of a well-known Advertising Agenc BARRETT BROS. (LONDON) LTD., is essential that only those who are 
for special promotional drives, to or- (1.P.A.). The work is of a worthwhile Leyton Square, Peckham, S.E.15, have particularly strong’’ in Life drawin 
ganise lecture bookings and to assist kind. the general atmosphere pleasant a vacancy for a designer 1 ability to should apply Applications,- in hand 
on editorial publicity This is a newly and there is a pension scheme Tek prepare our " { accurate writing, giving tull details of art train 
created post. offering good prospects phone, Studio Manager, FLEet Street vorking drawing Experience in ex- ing, experience (if v) etc t« 

Box 3768 Ad. Weekly 180 Fleet St EC4 9895 for appointment hibition stands and displays essential Box 3759 Ad. Weekly 180 Flect Si EC4 


NEWWNES-PEARSON ae : 
neanesiie Editorial Assistant 


requires wanted 
TOP-FLIG HT COOPER, McDOUGALL & ROBERTSON 
LTD., BERKHAMSTED, HERTS., require 


Cc re) P Y WwW R 4 T b R a capable Editorial Assistant, aged 20/30, 


to work on four quarterly Export House 
Magazines of Agricultural/Chemical interest. 
Essential qualifications are a good general 
This is an important position for a man or woman education and journalistic ability, preferably 
of wide experience and exceptional ability. He, or with some experience of the writing, editing 
she, will be engaged on national advertising campaigns and production of House Magazines either in 
for a number of famous publications. It is not essen- the Publicity Department of a substantial 


tial but it would be an advantage for applicants to organisation or an Advertising Agency. 
have been working on advertising which appeals 


predominantly to women. Salary will match. the Additional assets would be an interest in 
importance of the position and the high standard — and animal husbandry, and 
expected. ability to read French and/or Spanish. This 
is a new appointment in an old-established 

Write giving full details of experience, present Company with world-wide interests, and 
salary and age. All applications will be treated in the Starting salary would be within the range of 
strictest confidence. £600—£800, according to qualifications and 


experience. Five day week, Pension Scheme, 
staff canteen, and Recreation Club. Reply 
fully in confidence to the Publicity Manager, 
stating age and present earnings. 


Publicity Production Manager, 
George Newnes, Ltd., Tower House, 
Southampton Street, Strand, London, W.C.2. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ee 
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CLASSIFIED ADVERTISEMENTS 
Th vomesver — 


has additional vacancies 


1 OUTSTANDING VISUALISER | Slice 
DISPLAY DESIGNER wanted by | I 


for showcards, point-of-sale and 


an experienced 


who is strong on the 


window displays Experience of Progressive London Agency design of press adver- 
exhibition design an advantage. tisements for consumer 
Colour visuals to detailed working This is a position which offers full scope to a man with goods. 
drawings. first class ability. Primarily we require a man who can 

prepare rough visualisations and layouts that are really We offer good pay and 
PACKAGING DESIGNER good. Finished artwork is not important. conditions, 5-day week 


capable of producing visuals and holiday this year 
and first class finished artwork 


Knowledge of print processes and Box 3789 Phone or write our 


at least working knowledge of ART DIRECTOR, 


Applicants should write giving full details to 


typography essential. Advertiser’s Weekly 180 Fleet Street EC4 } E 

Both vacancies offer interesting REID WALKER 

job for keen men with apprecia- YOUNG LADY required for showcard PACKAGE DESIGNER required as ADVERTISING LTD 

tion of contemporary design. work, capable of layout lettering and assistant to Studio Manager, in lead- : 4 3 z : 

Previous experience essential. For ~ wed ye ol Apply _ th ay —z ; ye 1 Arundel Street, 

ta ol phone Miss Nokes Place, London, W.1 ing experience © others need apply COV W.C.2 287 

r : . - ~— Write st : ulles det y den 
ADVERTHEMENT SPACE SABES |  Cccttence and tslary required, t- ent Gar . 
REPRESENTATIVE, either sex r a sag 


or f as ~~ Box 3704 Ad. Weekly 180 Fieet St BC4 
UNIQUE AND PROGRESSIVE adver. a careak. Was, ane feed Gan ane EXPERIENCED ARTISTS required for 
tising medium in the Architectural and _— , Open HeiG tor Person | ESTABLISHED Monthly Magazine ” eden Gaede. Geed Pad ar > and 
Building field requires representative of real ability wit good = selling ove 10,000 Circr n (A.B.C.) re- a — mo Mg: yen Fo 
Toga digg ncn record. Apply, ‘with details of ; SCuRAIIOS ' knowledge of preparation of working 
Write, stating age, experience and i - PF . quires Freelance Advertisement Repre { . d able k k 
alary required. to Box 5982, c/o caperenes, ™ entative, to be remunerated on Com pean 4 emrenes. luck walkers 
Whites Ltd., 72 Fleet Street, E.C.4 Box 3711 Ad. Weekly 180 Fleet St EC4 mission on Write, stating terms and a aan Sow. pos Wye ge 
. - ee < we _ Pe - o crience a sd e Pd. to 
ASSISTANT WANTED fon pusss. | “SSRENCED = ADVERTEEMENT ven, Ppieiens comet, aS Box 3703 Ad. Weekly 180 Fleet St EC4 
CATIONS DEPARTMENT oi MANAGER waned on large Bae. + Slo Den - 
r sem dines enemnanentides it cmmeiinnaaem provincial weekly, 50.000 circulation Place, W.1 . a : ETS 
bookies, techaicll muaausia, ee cans | cesiiineen seem ES -- 5S a Se 
oo » “ . er co RC . ST, young, with energetic man, not under 28 for 
Must have similar experience with MEN’S WEAR. London mail order some practical experience, required by Production Department, with a view 
engineers and technical writing ability house wants first-class illustrations ot Publicty Department, Boy Scouts to taking control after short, initial 
Knowledge of layout and type. etc men nits Studio or freelance Association, immediately. General all- period Agency experience essential 
required, but not finished art work Telephone RELiance 1291 for subse rounder capable of slick lettering Existing holiday commitments allowed 
Five-day week State age, experience quent appointment, with specimens. or Write. giving details, in first instance Write to Managing Director, W. Hop- 
salary required Apply to the Pub write to Freemans (London, S.W.9) stating salary required, to Administra- wood & Co. Ltd., 67a Mosley Street 
licity Manager, CAN Limited Lid., 139 Clapham Road, London tive Secretary, 25, Buckingham Palace | Manchester, 2. Ali replies regarded 
Warple Way, Acton, W.3 S.W.9 Road, London, $.W.1 | confidentially and acknowledged 


NEWNES-PEARSON 


£2,000 PUBLICITY 
PER ANNU M Requires Top Flight 


is offered by growing Advertising LAYO UT MAN 
Agency for an Art Director under 
forty. Ideas are more important than 
Fully experienced and capable of speedy visuals 
with reasonable figure interpretation for National 
brief particulars to: Press Campaigns promoting a wide range of famous 
periodicals. Sound knowledge of typography an 
advantage. Men who can work fast with enthusiasm 
Box 3738 and creative ability are invited to write for inter- 
Advertiser’s Weekly 180 Fleet St E.C4 view stating previous experience, salary, etc., to 
p Publicity Production Manager, George Newnes, 
Ltd., Tower House, Southampton Street, Strand, 
London, W.C.2. 


experience. Write in confidence with 


Our own staff know of this advertisement. 


Holidays this year will be honoured 


your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


Point of Sale—Manchester 


Company dealing in an exceptionally wide range of applications 
to National Accounts is looking for an 


ART DIRECTOR/COMMERCIAL MANAGER 


to take charge of Studio and Research Department. Applicants 
should possess drive and organising ability and be able to guide 


staff in pursuit of new ideas. We feel he should have his feet 

on the ground and perhaps an experienced Accounts Executive 

might have the necessary qualifications. This situation offers a 

a wide scope and the successful applicant will find his results 

amply rewarded. He should be prepared to reside in the 
Manchester area. Please write giving full details to 


Box 3784 
Advertiser’s Weekly 180 Fleet Street EC4 


No, not you, Mr. Average-to-good 


Copywriter ; TECHNICAL ARTIST required with » GOSSARD LIMITED, manufacturers of 

ability to produce Layout for Advertis- world famous, nationally advertised 

-Of- -mi i — ing Also a first-class Retoucher corsetry, require an Assistant to the 

nor you, Mr. Run of the mill Designer wanted. Bonus and pension schemes Advertising Manager Young man 
operating. Write woman with some experience Write 

Box 3525 Ad. Weekly 180 Fleet St EC4 stating age, experience and salary re 

quired to Gossard Limited 168 


Regent Street, London, W.1 


SWEARS & WELLS NORTH LONDON manutacturer re 


quires the services of a versatile black 


SALES MANAGER and white artist—to specialise mainly 
in lettering. Only first-class men need 


“ apply A permanenc with 200d 
requires Male Secretary to work salary, is PF oi : hia 
’ in easy Editorial atmosphere in Box 3773 Ad. Weekly 180 Fleet St EC4 
Ne + , z - ; 
oh _ He ge wed ae EXPERIENCED Commercial Artists re 
® also attend conferences irst- quired for Studio expansion Good 
class shorthand-typing essential all round finished work Please write 
Well-paid permanent post with for appointment. Bateman Artists 
| | prospects. Send details of ex- Ltd.. 109 Kingsway, W.C.2 
perience to 
’ 
If you’re a really first-class Director Public 
y y Director Publicity, AN ACCOUNT EXECUTIVE 
e : SWEARS & WELLS LID., 
Copywriter or Designer World's Largest Furriers, with a knowledge of 
| M . : 
° ° ° arble Arch House, 
(and please be objective about it) || 44, Edgware Road, W.2. ELECTRONICS 
CRC want you—and offer you JUNIOR RESE —} H EXEC UTIVES, is required by an agency handling the 
female, age 21-26 ‘ required by advertising of several well-known 
° | expanding Researc ‘h D partment of an companies in this field. This appoint- 
the kind of salary you expect, | International Advertising Agency Re- ment offers a suitably qualified advert- 
search experience and/or social science ising technical executive an excellent 
. iti qualifications an advantage, but not opportunity to grow with an expanding, 
good working conditions, and essential Salary n e than £425 medium-size agency specialising in 
| Apply. in fullest detail, to Director of electronics and allied industries 
M4 | searct McCar nckso A > ~ 
a good deal of creative freedom. | foes, am Hoos, Cuncaeter | | Please write co 
| Place, London W ( Box 3793 
| A LEADING London newspaper requires Advertiser's Weekly 180 Fleet St EC4 
secretary for Publicity Off Must 
| be alert, of good appearan S/T and 
able to cope with sir statistics. 5 YOUNG LADY, with some production 
e & | day week, alternate Saturday morning experience, required for varied and in- 
Canteen and paid holida i9 10s. per teresting work in small, busy agency 
week at age 21 Shorthand /typing an advantage Ring 
| Box 3779 Ad Weekly 180 Fleet St BC4 GRO 3541 


want you | ARMSTRONG SIDDELEY MOTORS, Coventry 
require the following staff for work on Air Publications 
dealing with gas turbine aero engines : 


: | TECHNICAL WRITERS. Practical engineering experience, 
Write first to the Secretary, | 


technical knowledge, and at least 2 years’ experience in technical 
authorship are essential. 


C. R. CASSON LIMITED, TRAINEE TECHNICAL WRITERS. Engineers with RAF or 

| FAA experience and a genuine interest in beginning a career in 

6 ALDFORD STREET. W.1 technical authorship are offered training in the art of writing. 
’ ° 


Ability in simple English composition is essential. 


TECHNICAL ILLUSTRATORS. Several years’ experience in 
preparing sectioned perspective and exploded perspective drawings, 
for letterpress and lithographic reproduction, from engineering 
drawings. Ability to prepare line-and-colour diagrams to the 
requirements of Technical Writers. Wash and air brush experience 
| and knowledge of reproduction processes are desirable. 


SPARE PARTS SCHEDULE COMPILERS. Ability to prepare 
spare parts schedules from general arrangement and detail drawings. 
Experience of Air Ministry D.I.S. and Mod. procedure would be 
an asset. 


Apply giving fullest details of age, experience and present salary 
to Personnel Manager, quoting Reference W/!. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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June 8, 1956 


APPOINTMENTS VACANT 


visuals. 


N.W.9. 


CREATIVE LAYOUT ARTIST 


The Advertising Department of Frigidaire has a vacancy 
which offers considerable scope and opportunity to an 
artist who can produce finished roughs from his own 
He will have an assistant and charge of the art 
and photographic side of the department. 
magazine make-up, design for literature, and art buying 
an advantage. Write, stating age, details of past career and 
salary required to the Personnel Manager, Frigidaire 
Division of General Motors Ltd., Stag Lane, Kingsbury, 


Knowledge of 


TOP GRADE PRODUCTION MAN re- 
quired by well-established London mail 
order company Must be capable of 
organising and producing cutalogues 
by photogravure, offset and letterpress 
methods. Good visualiser, layout and 
typographer essential, Every assistance 
and first-class prospects to right man 
Write, stating age, details of experi- 
ence, when available and salary re- 
quired, to 
Box 3770 Ad. Weekly 180 Fleet St EC4 


“LERK/TYPIST, 25/35 (female) for 
Classified Advertisement Dept. Some 
figure and telephone work Must be 
accurate and conscientious worker 
able to use own initiative Write 
giving details of past experience. to 

Box 3783 Ad. Weekly 150 Fleet St EC4 


= 


ARTISTS 


Lettering 
Retouching 
& General 


Required by Advertising or- 
ganisation. Good salary to 
experienced Artists. 

Tel. : TER 0968-9 for appoint- 
ment. 


LADIES required to serve coffees and 
teas to City office workers, 10-5 p.m 
and 1-5 p.m. Good wages and meals 
Apply Mecca Ltd., Dunster House, 
Mincing Lane, E.C.3 


VISUALISERS 


For experienced creative layout men 
with a good sense of design and the 
ability to produce slick presentation 
roughs there are bright prospects at 
Crane Publicity. « Excellent working 
conditions in a friendly enthusiastic 
group. Write or ‘phone—Creative 
Director, 


CRANE PUBLICITY LTD., 


Adam House, One Fitzroy Square, W.1. 
Euston 8061 


ADVERTISEMENT MANAGER. Old 
established export journal (A.B.C.) 
Used to making contacts at high level 


Write 
Box 3710 Ad. Weekly 180 Fleet St EC4 


ADVERTISING SALES. Assistant re- 
quired by well-known Liverpool Com- 
pany; to understudy manager of dept 
This is an interesting and progressive 
post for a good “all rounder”’’ with a 
liking for variety Must have experi- 


ence of print production and prefer- 
ably have a flair for sales administra- 
tion Pension and assurance scheme 
Holiday arrangements undisturbed 


State age, education, full details of ex- 

perience and remuneration, to 

Box 3780 Ad. Weekly 180 Fleet St BC4 
TV ADVERTISING COMPANY re- 

quires lady clerk for expanding invoice 


department Some book-keeping ex- 
perience an advantage Salary £7-£8 
per week according to age and qualifi- 
cations Five-da week Canteen 
Write, AW, 730 LPE, 55 St. Martin's 


Lane, WC.2 


up-to-date works. 


we can give. 


POINT-OF-SALE REPRESENTATIVE 


Applications are invited for this newly created post 
in an expanding organisation in the London area, 
for a progressive firm of colour printers specialising 
in the production of showcards, collapsible cut-outs, 
transfers, etc., beth for litho and silk screen. The 
company has its own design studios in London, and 


The man we want is of proven ability and capable 
of doing a good turnover. 
salary, expenses, commission—and all the backing 
Write to our Managing Director 
giving details of experience, etc. All replies will be 
treated in strict confidence. Our own representatives 
know of this advertisement. 


Box 3687 
Advertiser’s Weekly 180 Fleet St EC4 


In return we offer a 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


Haddon’s 
WANT 


another visualiser to work in with a 
recently organized Creative Group (average age 
28) tackling a tough job and a wide range of 
problems for really big advertisers. 

The accepted applicant will be a “ self-starter °’, 
enthusiastic and capable of arguing a case at 
Director or Client level. He must be prepared 
to supervise any job right through to the final 
proof. 


another typographer The same group 
needs a good man with the mechanics of 
typography at his fingertips. If this man feels he 
has grown beyond typography—pure and simple 
—then there’s a job waiting for him here. He'll 
have all the opportunity he wants for layout 
work and visual interpretations of his own—but 
his knowledge of typography is important—if 
he knows how and when to break the rules. 


another ‘finished presentation” 


man To complete this Group—there’s a 
vacancy for a man who, today, is probably 
working in a Studio. He’s a slick lettering and 
presentation man ; a complete professional but 
looking for more responsibility than finished 
rough presentation men are usually given. He'll 
get the scope he wants in an Agency that knows 
its future depends on men with courage, vision 
—and speed. 


P.S. Bring your sense of humour with you. . . 
also, perhaps, some specimens of work. 


Please phone Fleet Street 8011 
and introduce yourself to the Company’s 
Secretary (Mr. A. J. Clark). 


John Haddon & Co. Ltd., 11-12, Salisbury 
Square, E.C.4. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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STUDIO G 


| 
APPOINTMENTS VACANT | 
| 


OPENS — St. LAYOUT ARTIST RETOUCHER 
offer f St n London for 
: nS P Applicant with first-class design ability required for studio | MAN 
exceptional opportunity for Consultant's Studio, specialising in nel a: Whit _and i -.. bg rnd 
f " technical publicity and display. Salary or ompetent handling i 
or according to ability. brush _ essential Full particulars to 
Art Director, |} | with sound knowledge of 
REPRESENTATIVE Box 3735 box 3751 } ioe 
i Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St €C4 | | classified advertising re- 
with agency contacts ; 
LAYOUT ARTIST/TYPOGRAPHER | TECHNICAL ARTIST required by lar; quired immediately Sound 
and with wide knowledge modern fac ngineering Compa for preparation | 
for London W.1 Agency Mus Product Surve Reports Work prospects Holiday this year, 
General Manager | wet thinker, cate preraring wick | eludes Croker down mo angi a | 
ae Laas — wen " —— ; ict f t h as Refri pension scheme, etc Write 
J ae i . cally a recialive © imtial requir & » . 5° 
saare in profits ments and work at all stages of pro ) Au —s c. | 
duction Salary £800 per annum up we % - pan ar - | 762 
salary unimportant wards. depending experience e ! ' B sy ) Box 3762 
to the right men Box 3683 Ad. Weekly 180 Fleet St EC4 ina oa a | Advertiser's Weekly 180 Fleet St EC4 
. YOUNG MAN, completed National iin Cal ‘ oa 
PLEASE ‘PHONE PRIMROSE 3659 Service, required as Assistant in Pub ne nee hist - a a ’ 
licity and stationery dept. of large Holiday nie respected 
; <n ; va Ne London Electrical Company. Strand Seadiis em site mare 1 8 GOOD ALL-ROUND ARTIST needed 
EXPERIENCED REPRESENTATIVE irea. Previous experience not essential a D el + N amnet pa for studi spat of producing 
for Displays, Showcards and Signs o S-day week and pension scheme wi TEM - ’ finished artwor — hs supplied 
every description, including plas Write Write giving salary re 
required for Leeds and surroundin Box 3782 Ad. Weekly 180 Fleet St EC4 | quired 
territory A number of live accounts | Box 3781 Ad. Weekly 180 Fleet St EC4 
available. Own car an advantage but ADVERTISEMENT REPRESENTATIVE PRODUCTION 
not essential, Pension scheme Write (young) required for established Home | JUNIOR ARTIST required Experienc 
in confidence, giving full details of and Export Engineering Journals ‘ encral stu rk a advanta 
age, experience and salary required, to Limited experience preferable. Write Ca wee 1. pm phe 
the Managing Director, Acme Show in confidence, with details of age and MAN | ( ippointment Stud 
card & Sign Co., Ltd., 9 South Molt experience. to | Pre 6. Hatton Gard 
Street, London, W.! Box 43755 Ad. We 180 Fleet St EC4 camaiied’ tnecadian + block order- I 
ng, mark-ups and general progressing | 
print jot Previous agency | | 
experience f thi work essential | 
Good lary ! ects —hohiday 
arrangement Write, giving 
full details of exper > and quoting | 
preset salar to Staff Manager. EVERETTS 
Gilbert Advertising Services Ltd., | 
Hastings House, 10, Norfolk Street, } 
Strand, W.C.2. + 
| require 
YOUNG MAN required as representa- 
ve for Lond firm of Showcard | 
printers and rs, to call on lead 
ing National Advertisers in London | T 
ind provinces Salary commission | Wo 
and expense Wr | 
Box 3756 Ad. Week 180 Fleet St EC4 
MAN OR WOMAN, 25/35, for classified | 
dept weekly journa Typewritin | L t 
essential, shortt idvantage Pre ayou 
vious experience preferred Excellent 
prospects for right typ Full details. | 
salary required s 
J Box 3778 Ad. W 180 Fleet St EC4 rtists 
ADVERTISEMENT REPRESENTATIVE 
r ured for imp t group of local 
wspapers in the North West. Ex 
perience of t i { media ar 
’ . asset. Salary and mmissio Good 
He (or she) has had a few years’ experience, cane fac indesiom man, Heeehae with at least 2-3 vears 
probably with a good agency. He wants better experience, salary expected, and wien 
: ; a =e fees — free to commence Agency experience Men 
prospects. Box 3 Ad. Weekly 180 Fleet St EC4 
YOUNG ARTIST required for leading who take pride in presen- 
P . - London Printers, with some experience 
He writes simply and has a feeling for words. He in submitting ideas, finished and ction of couche and have 
t ‘ , . general artwork. Pensionable position, ation ¢ ougns and née 
should be able to cope with a cross-section of S-day week. Write, stating age, €x- inal 
. ar perience and salary required, to Sales a strong typograpnica 
the human race. Director, Harrison & Sons, Limited 
44-47 St. Martin’s Lane, W.C.2 sense. 
Must be able to grasp technical facts most 
important. 
COPYWRITER / EXECUTIVE e 
He (or she, remember) will join a lively creative 
meng REQUIRED 
A leading London Advertising Agus? 
If you measure u y ireme has an opening for a young man who ly hone or letter 
— . nib “ the above require nts, is able to write copy and handlé work Apply aA P 
please write to: Staff Department (R), The on a group of sovounte beeeee two for appointment. Miss 
‘ 2 _ national advertisers is is & pro- 3 a ts 
Shell Petroleum Company Limited, St. Helen’s gressive position which —— Mercer —Studio Secretary, 
" . . excellent opportunities for a man wit . 
Court, Great St. Helen’s, London, E.C.3. the right ability. Applicants should Everetts, 10, Hertford 
be under 30, have agency experience ’ 
and should write giving full details of Street, W.1. 
their career to 
Box 3788 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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PRODUCTION/ 
ASSISTANT 
ACCOUNT 
EXECUTIVE 


Progressive opportunity occurs in 
well-established West End Agency 
for young man possessing sound 
production experience to assist 
Managing Director in a varied 
list of interesting accounts. The 
speed at which personal client 
contact could be developed would 
depend on the ability of the 
successful applicant. Qualifica- 
tions include production and 
advertising knowledge, first-class 
education, appearance and 
address. Reply : 


Box 3797 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG VISUALISER, with 3 years or 
more agency experience, who could be 
involv- 


influenced to a particular style, 
ing designs for technical brochures and 
catalogues Work must have sound 
typographical foundations. if you are 
approaching a reasonable standard we 
should be pleased to hear from you 
Roles & Parker, Ltd.. Rapier House, 
Turnmill Street, E.C.1. 


YOUNG 
LAYOUT ARTIST 


wanted 


Salary about £500. 
5-day week, National 
accounts, 


Box 3763 
Advertiser's Weekly 180 Fleet St EC4 


DOMESTIC SCIENCE trained Woman 
Executive required for Public Rela- 
tions Group of an international adver- 
tising agency, to work on well-known 
food account. Applicants should have 
Journalistic or Public Relations and 
Demonstration experience. The posi- 
tion offers scope for initiative and 
creative ability and salary will be paid 
according to experience. Write giving 
details of qualifications and experience 
to Miss G. Jenkins Foote Cone & 
Belding Ltd. 27 Hill Street W.1. 


Rapidly expanding London group 
require at once fully 


EXPERIENCED 
MALE ASSISTANT 


to Publicity Manager. Send in 

confidence fullest details; only appli- 

cants able to command starting 

salary of £700—£750 need apply. 
Box 3774 


Advertiser's Weekly 180 Fleet St EC4 


PPOINTMENTS VACA 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | SSzxuccxSmIenm 


PRODUCTION 
ASSISTANT 


required for Publicity Department of 
large national advertiser in the North 
West. Experience in copy detail pro- 
cedure with knowledge of typography, 
block-making, etc. Progressive post 
with superannuation scheme in opera- 
tion. Reply giving age, experience 
and salary required to 
Box 3760 


Advertiser's Weekly 180 Fleet St EC4 


DEPUTY PUBLICITY MANAGER (35- 
45) required by G. & J. Weir, Ltd., 
Cathcart, Glasgow, to understudy the 
Publicity Manager for a few years and 
then assume full responsibility. This 
is a newly created position for experi- 
enced technical advertising man, pre- 
ferably with engineering background 
Duties demand ability to write lucidly 
on specialised engineering products; 
preparation of institutional and tech- 
nical publicity material; knowledge of 
media, printing, etc. Full information 
regarding experience, salary expected 
and age, should be addressed person- 
ally to the Publicity Manager at the 
above address. 


2 Good all round 
ARTISTS 
required 
capable of handling First Class General 
Work. Ability to cope with Technical 
Retouching an asset. Small but very 
happy Studio. Full details to 


Box 3655 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


AD. MAN, 28, with 10 years’ experience 
production, traffic, control and assis- 
tant Ad. manager, seeks position with 


prospects. 
Box 3787 Ad. Weekly 180 Fleet St BC4 


PRINT BUYER, young man, 27, experi- 
enced, seeks fresh opportunities in @ 
responsible post. Write. 

Box 3776 Ad. Weekly 180 Fleet St BC4 


ADVERTISING REPRESENTATIVES 
(Q), experienced, well introduced, own 
office, seek space or mail order pro- 
Box 3507 Ad. Weekly 180 St BC4 

“HAND-PICKED”  SBCRETARIES 
available—The Wigmore 67 
Wigmore St., W.1. HUNter 9951/2/3 

DESIGNER for press ads., showcards, 
leaflets, packaging, seeks appointment. 
London area. Seven years’ agency 
experience. 

Box 3752 Ad. Weekly 180 Fleet St BC4 


SPACE SELLING SERVICE 


from Edinburgh office for Scottish area 
on commission basis by representative 
with 1S years’ newspaper experience. 
Apply :— 

W. S. NISBET, 
Easterbank House, Forfar, Angus. 


SMALL, well-equipped Commercial Art 
Studio for disposal: central position. 
Good connections, accountant’s figures 
for inspection. Write, 

Box 3765 Ad. Weekly 180 Ficet St BC4 

LETTERPRESS PRINTERS, 35 miles 

ondon, with large modern Monotype 
installation, have capacity for a good- 
class Journal or similar work En- 
quiries invited 

Box 3757 Ad. Weekly 180 Pieet St BC4 


SPACE SELLING 


Well known Space Salesman who is 
commencing on own account and work- 
ing from Fleet St. Office, would repre- 
sent magazine or newspaper on com- 
mission basis. Extensive agency con- 
nection; first class space selling record. 
Box 3775 
Advertiser's Weekly 180 Fleet St EC4 


DISPRO LTD. Ask your. printer about 
the wonderful high gloss, colour inten- 
sification and durability of Dispro 
Lamination—he knows all about it— 
or ask us for specimens. i 


Peckham Road, 
RODney 7171 (6 
UNIQUE “SCRIVENER” SERVICE. 
Invitations to functions of all descrip- 
tions acquire that “‘personal’’ touch 
when completed in perfect copperplate 


script. Terms and details on request 
from H. W. Hancock, Lancaster 


Sottaee Branscombe, near Seaton, 
SPEEDY PRINT SERVICE 
for all and Sales literature. 
T Quality White 
Colour photo litho. = 


GOTHIC PRESS LIMITED 
Euston 5645. 42 Street 
(Opposite Gt. Portland St. Station) 


A SMALL but Advertising 
Agency which would benefit by a re- 
duction of overheads is invited to ap- 
proach the proprietor of small group 
of companies concerned with publish- 
ing, publicity, and print factoring, to 
discuss a proposition which would be 
of mutual advantage and benefit. 

Box 3753 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED SPACE-SALESMAN 
with £2,000-£3,000 capital is offered 
directorship and share of profits in 
limited liability company being formed 
to launch new class publication. The 
right man will have the opportunity 
to become Advertisement Director of 
a group of publications. 

Box 3754 Ad. Weekly 180 Fleet St BC4 


HAWKE STUDIOS LTD., 


among many famous organisations use 
Proportional instruments’ Half-up 
rules for efficient day to day working. 
PROPORTIONAL 
INSTRUMENTS 
make better equipment 


14, Se. James’ Street, Brighton 


ART-BU YER /PRODUCTION MAN. 
36 years old. Experienced in all pro- 
cesses. Seeks position in middie sized 
agency requiring one person to fulfil 
both functions. 

Box 3794 Ad. Weekly 180 Fleet St BC4 


YOUNG PHOTOGRAPHER Q5) 
A.R.P.S. At present with a leading 
advertising and fashion studio, seeks 
a position offering scope and responsi- 
bility, Fully conversant in both mono- 
chrome and colour photography. 
Box 3767 Ad. Weekly 180 Fleet St EC4 


POSITION WANTED as Television Exe- 
cutive with Advertising Agency by 
man, aged 31, 7 years’ film production 
experience, including feature and docu- 
mentary plus 5 as sales representative 
Please write, 

Box 3766 Ad. Weekly 180 Fleet St EC4 


ies, way 
News, 86 High Street, Dumfries (468). 


MISCELLANEOUS 


ADVERTISING? DIRECT MAIL? TRY 
COPYPRINTS. THEY NEVER FAIL. 
Let extra profits pay costs. Designing, 
packeting, addressing (£2 per 1,000), 


hand deliveries. Complete or part 
scheme. Copyprints, 118 Fleet Street, 
E.C.4. WEL 1450. 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc. For particu- 
lars of studio facilities and more than 
1.250 models, including coloured 
people, contact Philip Gotlop, Photo- 
graphs, Ltd.. 24 Kensington Church 

St.. W.8. WEStern 4130. 


| AGENT requires one or two artists for 
frequent commissions in general colour 
work. Mainly cartons, labels and 


| 


FIRST CLASS 


ADVERTISEMENT 


wraps. 
Box 3764 Ad. Weekly 180 Fleet St EC4 
FIGURE ARTIST 


seeks commissions. 
Box 3691 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS LETTERING ARTIST. 


speciali mechanical drawings and 
lettering for publication, seeks com- 
missions. 


Write 
Box 3736 Ad. Weekly 180 Fleet St EC4 


PRINTERS 


LONDON PUBLISHERS seek reliabic 


Printers for expanding monthly 64 50 
pp.. octavo, 40/50,000. 
Box 3791 Ad. Weekly 180 Fleet St EC 4 


SPECIAL ANNOUNCEMENTS 


CONTRACTORS. 
Have you joined your own Associa- 
tion? Free Advice on representatives 
Investigations of all mialpractices 
Interchange of Ideas amongst mem- 
bers. rite now for particulars, to 
the Secretary. Advertisement Contrac- 
tors’ Association. 68 Shaftesbury 
Avenue. London, W.1 


| TENDERS 


Phone your classifieds to WAT 3388 (Ex. 25) 


4 
BOROUGH OF SHREWSBURY 


BILL-POSTING 
RIGHTS 


New Attested Cattle 
Market 
at Harlescott, Shrewsbury 


Tenders are invited for the right to 
display advertisements on certain 
specified sites at the Corporation's new 
Attested Cattle Market at Harlescott. 
particulars 


not 
Thursday, 14th June, 1956. 
Guildhall, 
Dogpole, 
Shrewsbury. 


S. R. H. LOXTON, 
Town Clerk. 


ADVERTISING — 
DISPLAY CABINETS 
New Attested Cattle 
Market 
at Harlescott, Shrewsbury 


Tenders are invited for the right to 
display goods or merchandise in two 
Display Cabinets in the front entrance 
of the new Attested Cattle Market 


obtained from by 
whom Tenders must mot 
later 10 a.m. on ‘ 
14th June, 19: 

Guildhall, S. R. H. LOXTON, 
Dogpole, Town Clerk. 
Shrewsbury. 
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S55]- (overseas) 


JANUARY 1,434,245 


ee FEBRUARY 1,455,276 
| MARCH 1,436,484 
APRIL 1,437,564 


: MAY 


NEWS CHRONICLE & DAILY DISPATCH 


? bs WILLIAM MEMORY - ADVERTISEMENT DIRECTOR © 


1,444,134 


(SUBJECT TO ABC AUDIT) 


ke a 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 


registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388) 
Advertisement. Editorial and Sales office: Mercury House, 109-119 Waterloo Road, Lendon, S.E.1 


STOP PRESS 


Australian talks 
to IPA members 


John R. Humphrey, federal secre- 
tary of the Australian Association 
of Advertising Agencies, spoke to 
representatives of IPA member- 
agencies at 44 Belgrave Square this 
week. 

During his talk he said: 

“Advertising and advertising 
agency practice are at a sort of 
world-wide crossroads. Where we 
were once space and time fillers, we 
are now moving into the larger field 
of marketing, in which it is neces- 
sary to know every aspect of a 
client’s operations.” Following his 
talk, Mr. Humphrey answered ques- 
tions for 45 minutes. 


Scientific Publicity Ltd. launched 
a campaign for Smiths Clocks & 
Watches Lid. featuring their 
watches. Spaces in leading national 
and provincial papers and magazines 
have been booked. 


The 52nd annual convention of 
the Advertising Federation of 
America will be held in Philadelphia 
from Sunday to Wednesday. 


Jesse Broad & Co., Ltd., have 
acquired the whole share capital of 
The Cloister Press Ltd. The busi- 
ness will be carried on under the 
same name. New chairman is 
Edmund Clarke, chairman and man- 
aging director of Jesse Broad & Co., 
Ltd.; J. Choriton remains a direc- 
tor, and will continue to act in his 
capacity as manager. 


New PR firm 


Reginald Simpson, editor of the 
“Sunday Graphic” and the “Sun- 
day Chronicle” for 12 years and 
subsequently editor and man- 
aging editor of “Woman and Shop- 
ping,” has announced that he has 
had in existence “for some time” his 
own public relations organisation, 
Editorial Associates. The firm’s 
fashion department is headed by 
Miss Shiona Haurll. 


Webpress North Ltd. have been 
appointed by Universal Metal Pro- 
ducts to handle the press launching 
of the Aireze, a new foot-operated 
and general purpose inflater. 


J. E. Davies, manager of Mar- 
coni International Marine Com- 
munication Co. Ltd.’s_ technical 
information and publicity division, 
has died. He was 63. He joined 
the Marconi Marine Co. in 1912, 
and had also been editor of the 
company’s house journal, the “Mar- 
coni Mariner,” since its foundation 
in 1948, 


The “Daily Sketch” is to offer a 


public house as the prize in a com- 
petition which starts on Monday. 


(Waterloo 3388) 


- aah = -yY et 
j Fe. v4 2 7 gre = ae eee Ce 
- S Pe oe > za Wy -? “Ye 
See a a es 
ue ae 2 
ADVERTISER'S WEEKLY fs 
S. a copy 
52/6 a year 
Post free 
a ooommmm™ 
arose leseatetstatetetataatneanattay ace eneaetaatonn ontepis atele: sats inaate.esveone nares snetersianensteseatany steertetate Maeiaenseatcccrehctatotaneratdiciget santas sin See ean aa ROS EIR, as ns 
ars Sipe cae tiara... Sane ea ec See Se 
Satie aaa oeretate” ose ae tae” oP weotchonntoht we Satetatgtatatetata? Sofatatetatshitcigcanstatatgent sontetnentanatersear er a scien = a 5 ae 
Se ane nate fo. aePaatata' sie 
Rc.) So . seetetonel “ 
ea : See en ee 
sais catonecaaas soeecateanaetaaae 
pee Be os 
meeiscenatenane ee ES Scat: 
ptetaratenecstante . Rattner eae 
Fosse ee eae eee 5 ie en 
Retaetecsnncn conta Soke Seteisseomeotoaaaes 
Mcphee rietet noe a enn on PORE SRO I TEE Ee 
Beretaretaerecocenenecnennentconee Sect Beinn nnn pees Beran Sienna: ip ieee ates oeeaaaee Sapien 
oe aoa aerate Se ne nO : eee ee Rh Ns NP NUIT NMR State avatavetate’ state | 
peatote ratees See I “. "athe edit aPat ets ss neat etna onee Sesame hans ate tetera eee nee Merete ences 
SEN ecces RL ae eee ce patysataatatdaghaoin Setarehanets 5 <egeae. so,” teas 
sna eee Sener ccna ROR RO: ARR 
Saerececeentataten nccen piano” ee , Belecomencncnnetna: neat nos Sonatas 
2 Bee a Beans crannnan = Reese a ieee 
Sataraiptanotscdtotet ol aeeiptiniensters.*= 10-50 Seen seafeAaehanaSahaMate? «<2 ee oe j 
«instance eI eae es ee A ae hs ate 
te, eiatotates ots : atetatere tos care nial ee tales tance? ole eg oe 
owes on i.e ee 8 6 ee oe _< a ss - oo - “ 
sas ehekeseletalelitane: seuss oa eres. * 0. scmimanawaty iad ie Nin ieee y “25 porter seer 
Ben RR mS. ' spt a a 
espa eane erate eatatets ts teuanmataees RRR cnr a4 ae 5” ED ohn Satatetatatntoters Nioedies se Maat tai 
— ee a ee ee ew oe i ae ee = Pate aw ee ae en as Pe a 
Sees ceieoinennan atone Pisbeissaieteseoiotenc's eae eee ane cece etek iodine. soosaetanamanres cerrtreonaitinnc nce aoe 
ce iatoses ohn oleate” ssc ohate Renee nen non a pean SN arin” hens ts OMS” oon oN Se 
entertain. nooo eee eA BR RMR. RE RMI nm nan rn cnn Seta 
SEO” tots nacatesetece, Peeeaeaineatenseoncsrnoncertanes scot oros ener aeantnatos ohn oe teen aa eee, 0 a eB a ntpPal <"a8 setae as ope arate atone ee ee 
Re RRR RR NR . SOR nnn “ SOR o Pes aS 
Batra naeetn maaan R Saocnaane ERS a Ree 
want crane ater otaealateratanpes’saneanense ea avstate"eteh aren eee re 
etiam onsen oe ree perseattan cesses. Sa 
Ft ctotncns coder nceenteeer aNd atten NS RSE x 
she eae moe Reason eects ae 
perntaretacecarotenntonenstasnteswteitans ter Bisteceten soos Siar ss . 
sinatra parapets ssid es 3 : 
oe erer ere ee sirlee ee ele We e"s 4 Pas ate” Pats nae - OOts a oe © 
Mntaratat dt osanetenengesteeanngnenets" o* ose am 0 : OPaPatatns SOE ae ARR 
so entarn go ateterets Re one e. ‘ “a ieee Pa®e%n' es os : *, ee . RR ata “sa Sate te 
Sennen CRRA as a SIRs Ro Na 
Be woereteteeat Seletale ele ee siete + cpseueamun res rn hor hte < Satatesy" >". ‘ ys 
paeenersnn oo aR cs a PRs age 
rete. ae seetatetdhatatas noes RsidiutiNen<tnscocter =” <"<as 
Aer ptatater at ettoten eng? o sate ata 
a ee es Naafese cence nieantons 
OR a selene RO CRs 
Be ces Sits ea 
Be ee 3 eee 
* * 7 - ed ee, ne 
eerie een Ginter acess soon 
etc Romer Reitiersontns lorem 
Siete tans Sense” AR 
pecan teneceneane RRR RRS 7 
Sifot a”. *atstetate’stoPshatntata eeiatetsses-> et. 
SO ay Bettdtete" aes "e's 8e' sm 
: aia Bannsecotsco craton 
a se Deena 
Sreeremen ani 
Rises sae 
Beer cancsne 
pone ae 
Cac 
a aa oe 
Secscactoniee seat ae 
Bete cae 
as Sty 
Seewiat ee ete wee > 
oe a | 
moter 
srasterronnennpeeatesene ; 
RR A ee i 
Sateen: 
ut Sotdnintal lone eateeg 
me oon Me * eran” 
Seaman panna ation 
Reno ater an at ets a st hre ete ane ter nie "anata eters 7 
a orate". Reon eens eee 
: a : a Re aa oes 
Siete Peon ers 
eae 
* oe beater - 
Sins 
ae a 
F 
F < 
3 a 7 » 
- a a = _ 
7 ; 
- 7 a? 
", ee 
: # PO 
alll = 
* bo M (re ey ers: Soe Bt eS . 


